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Rough Proofs 


Most advertisers could manage 
somehow without athletes, but it’s 
hard to understand how they ever 
limped along without athlete’s foot. 


7° VT 


The new Palmolive contest re- 
quires finishing the sentence “I like 
Palmolive because—.” With that 
kind of start a seasoned contestant 
ean finish the chore in nothing flat. 


vgy¥e 


Idaho raises a promotion fund of 
$65,000 a year by a tax On onions, 
a program which ought to give a 
lot of people something to cry 
about. 


7 = 


Chairman Fly of the FCC says 
the NAB, like a dead mackerel, 
shines and stinks. This chaste | 
expression undoubtedly qualifies 
the distinguished chairman 
leading authority on 
tions. 


as a 
communica- 
| 

7 ¥ ’ | 
President Roosevelt says he had 
no advance information on the mo- 
nopoly report of the FCC. And he | 
wasn’t officially advised he’d have | 
breakfast this morning, either. | 


~~ Vv? 


The National Association of} 
Broadcasters advocates a —eryeed 
daylight saving program. What do 
they want to do—start a civil war 
between the farmers and the golf- 
ers? 


- 


Paul Hollister predicts that all 
kinds of insurance will be sold over 
the counter in supermarkets one of 
these days. With bargain prices on 
Wednesdays and Saturdays? 


vgs 


The Federal Reserve’ Board 
would like to require a down pay- 
ment on automobile purchases of 
one-third the sales price. Well, 
that’s one way to solve the traffic 
problem. 

a 


Jack Benny has just celebrated 
his tenth anniversary on the air, 
and a lot of people are beginning 
to think it’s about time he traded 
in that Maxwell. 


, v 
The whimsical cow featured in 
Milkmaid beauty products advertis- 
ing has so much dramatic ability 
she must be at least a second cousin 
if Elsie. 
v Vv 


A top flight advertising man used 
to be hailed 


0 | as a brilliant copy- 
Writer, but today’s highest accolade 
g0€s to the possessor of a great 
‘gal mind. 

Oe v 
One thousand housewives, reports 
O-Ci lar, were interviewed and 
heir statements carefully card in- 
text But remember not to put 
the witnesses back on the stand for 
‘foss examination. 

vv’ F v 
me NRDGA plans to protect 
‘ashions by nationwide consumer 
bolls. And after the popular choices 
fave been determined, smart wo- 
men will establish the vogue the 
Majority will delightedly follow. 


Copy Cus. 


PLUGS NEW SERIES 


SALUTE TO 


“Steel industry hes wher # takes,” says 
lowell Thomas in thes weet + SATURDAY 
EVENING POST efter an extemwre behind 
the scenes survey of defense activities 


H”™ 


= YD s0mns-manvinie 


This unusual advertisement, appearing in 

600-line space in 63 newspapers in im- 

portant steel-producing centers, is re- 

markable in many ways. It calls atten- 

tion to the Saturday Evening Post copy, 

and tells how and why the Johns-Man- 
ville series is run. 


Johns-Manville 
Salutes Steel 
in New Series 


in 
Institutional 
Appear in ‘'Post,"' 
Papers in 63 Cities 


New York, May 21.—In the belief 
that industry should adopt a more 
aggressive attitude in acquainting 
the public with its contribution to 
the defense program, Johns-Man- 
ville Corporation today inaugurated 
an institutional campaign in The 
Saturday Evening Post and news- 
papers in 63 cities. 
advertisement will be prepared by 
a well-known writer or radio com- 


mentator, with layout and typog- 
raphy closely following the Post’s 
editorial style, while newspaper 


layout will be an adaptation of the 
same theme. The campaign 
dramatize defense achievements 
thus far in America’s basic indus- 
tries. 

Copy for the first insertion, a 
salute to steel, was prepared by 
radio commentator Lowell Thomas. 
Consisting of a page and a half of 
copy run on a right-hand and the 
following left-hand page a “jump 
line’ footnote serves to accentuate 
the editorial appearance of the 
insertions. Newspaper copy, run in 
cities where steel is the predomi- 
nant industry, calls attention to the 
Post insertions, giving page num- 
bers. 

Reports His Impressions 


Mr. Thomas reports his experi- 


ences and impressions gained after | 


a visit to the “steel front,” through- 
out Pittsburgh and Ohio. Rumors 
about insufficient capacity to meet 
both normal demands and the needs 
(Continued on Page 38) 
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Copy to) 
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FIC Orders ‘Good 
House’ to Change 
Testings, Seals 


Six-Point Rule Less 
Drastic Than Feared: 
May Not Appeal 


SEALS TO CONTINUE 
New York, May 23.—Commenting 
_on the Federal Trade Commission's 
order in the Good 
|ecase, Warren C. Agry, 


|“continue, as it has for 40 years, 
to issue ‘Tested and Approved’ 
|seals, provided adequate tests 
products coming within its testing 
scope are made so as to protect the 
buyer at the time of purchase.” 
Along with this point, Mr. Agry 
cited as “the substance of the order” 


the FTC’s insistence that “when- 
ever statements concerning the 
|Good Housekeeping guarantee are | 


used by itself or others, the terms 
| of the guarantee are to be specified 
}so that it will be clearly understood 
| that it is a money-back or replace- 
|ment guarantee.” 


Washington, D.C., May 23.—Hard 
j}on the heels of persistent reports 
| that the long delayed case involving 
Hearst Magazines, Inc., and Good 
Housekeeping would be further 
delayed, the Federal Trade Com- 
|mission wound up the matter today 
|by issuing a surprise order which 
| will require the magazine to make 
substantial changes in its 
services and seals of approval. 

Stripped of its legal verbiage, the 
order appears to be drastic 
than was considered possible but 
which will still cause Good House- 
keeping to alter its methods of test- 
ing and granting seals of approval. 
The order does not bar issuance of 
|seals, but lays down strict condl- 
tions which must be met in order to 
continue the practice. 

A summary of the six points of 
the order follows. Good House- 
keeping is ordered to cease: 


less 


Housekeeping | 
publisher, | 
|} pointed out that the magazine can | 


of | 


testing | 


QUICK-TO-FIX 


Zw \NSIANT RALSTON 


Saves up to 30 minutes cooking time 
in fixing hot cereal breakfasts 


Wo COOKING! 


| a ’ 
» boiling 
| na Just stir me 


water oF milk 


It's revolutionizing 
Syracuse breakfast habits! 


| "e 


© ZZNSTANT RAISTON 


| Emphasis in this newspaper copy is laid 
| on the fact that new Instant Ralston 
| may be prepared merely by stirring it in 
boiling water or milk, since the product 
| is already pre-cooked. (Story on Page 37.) 


Expect Fireworks 
Again Next Week in 
FCC-Radio Squabble 


Set May 31 for Hear- 
ings on Sen. White's 
Resolution 


Washington, D. C., May 21.—A 
jlull in the radio-government con- 
| troversy, which reached its zenith 
lat the recent National Association 
|of Broadcasters convention in St. 
| Louis, was apparent here this week, 
|but new fireworks are promised 
beginning May 31. 

| Sen. Burton K. Wheeler, Montana 
Democrat and chairman of the Sen- 
ate interstate commerce committee 
| set May 31 for the opening of hear- 
| ings on the resolution introduced 
by Sen. Wallace White, Jr., calling 
| for a complete’ investigation of 


Ad Service to 
Democracy Theme 
‘of AFA Convention 


37th Annual Meeting 
Gets Under Way in 
Boston Sunday 


Boston, May 22. — Advertising 
men and women from all over the 
country will converge on this city 


| Sunday for the 47th annual con- 


vention of the Advertising Federa- 
tion of America, 
and, as might be 
expected, they 
will concern 


, | Harford 


themselves _ pri- 
|marily with the 
iplace of adver- 
|tising in a war- 
torn world and 
and its service 
to democracy 
today, the theme 
| of the meeting. 
The keynote 
address will be 
delivered at the 
general session luncheon Monday in 


Elon Borton 


the ballroom of Hotel Statler by 
|Paul Garrett, AFA chairman and 
| Vice-president of General Motors 


Corporation, It will Be carried on 
| that afternoon in 
a “town meeting” 
at which George 
Vv: Denny, Jr., 
will act as mod- 
erator and par- 
ticipants will be 
Hill Blackett, 
Blackett - Sam- 
ple - Hummert; 
Carle Conway, 
chairman, Conti- 
nental Can Com- 
pany; Dr. George 
Gallup, Young & 
Rubicam; and 
Powel, Defense Savings 
|Staff, U. S. Treasury Department. 

The same theme will run through 
the banquet Monday evening, when 
|Grove Patterson, editor of the 


Paul Garrett 


1. Representing directly or indi- | broadcasting and its administration | Toledo Blade, will speak on “The 


rectly that all representations and | by the Federal 
claims for any products or services | Commission. 


° . | 
advertised in its columns are true, | 


(Continued on Page 38) 


Communications 


The White resolution is believed 
(Continued on Page 33) 


Last Minute News Flashes 


Continental Oil Launches Biggest Campaign 


New York, May 23. 


Continental Oil Company’s largest advertising 


campaign will break June 4 with a newspaper, spot radio, outdoor poster 


and magazine schedule which will run through September. 


ing up to full pages, 


Copy rang- 


with color used wherever possible, will appear in 


1,279 newspapers; one-minute dramatizations will be used on 179 radio 


stations; posters will appear in 1,342 


locations; and a spread in the June 7 | 


Saturday Evening Post will be followed by pages in subsequent issues 


of that magazine, continuing 


through 


the summer touring 


Two Edison Accounts Placed with Federal 


New York, May 23.- 


Emark division of Thomas A. Edison, Inc., which 


makes automobile batteries, and Edison-Splitdorf Corporation, maker of 
Edison spark plugs and magnetos, have placed their accounts with Fed- 


eral Advertising Agency. 
| 


James Egan Made Vice-President of Lennen & Mitchell 

New York, May 23.—James F. Egan, who joined Lennen & Mitchell 
in 1939, was today named vice-president and copy chief of the agency. 
Before joining Lennen & Mitchell he was with Young & Rubicam and 


N. W. Ayer. 


‘Vel Detergent Account to Ward Wheelock 


Jersey City, May 23.—Ward Wheelock Company, Philadelphia 


and 


New York, which now handles Palmolive soap advertising, has been 


named to handle Colgate-Palmolive 
a soapless detergent for household use. 


over by Wheelock June 1 


‘Soap Company’s new product, Vel, 
The Vel account will be taken 


season. 


|Power and the Glory,” and the 
| changes which advertising is likely 
'to encounter will be further ex- 
plored at the Wednesday general 
session when AFA President Elon 
Borton, advertising director of La 
Salle Extension University; Ray- 
mond Rubicam, chairman, Young & 
Rubicam; and Brigadier General 
Lewis B. Hershey, of the Selective 
| Service System, will be the speak- 
|ers. 


Departmentals on Tuesday 


All day Tuesday a dozen depart- 
mental meetings will hold sway, as 
usual, among them being the Di- 
rect Advertising Conference, House 
Magazine Conference, New England 
Foreign Language Newspapers As- 
sociation, Industrial Advertising 
Conference, National Association 
of Broadcasters Department of 
Broadcast Advertising, Newspaper 
Advertising Conference, Outdoor 
Advertising Conference, Premium 
Advertising Association, and Public 
Utilities Advertising Association. 

In addition the Council on Wo- 
men’s Advertising Clubs will hold 
a session Sunday, there will be a 
consumers’ luncheon Tuesday, a 
graphic arts luncheon Tuesday, club 
activities conferences On Monday 
and Wednesday, and a window and 


store display conference Wednes- 
day. 

The advertising exposition will 
be on display in the ballroom 


assembly of the Statler from Sun- 
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ADVERTISING AGE 


May 26, 194} 


, 
day through Thursday, and any | pears. The second poster will show | service will be continued, it was 


open moments in the program will 
be filled in with a variety of enter- 
tainment features. In addition to 
the banquet Monday evening, there 
will be a broadcasters’ cabaret 
party Tuesday evening. 


AFA HELPS SELL 
DRAFT PROGRAM 


Washington, D. C., May 22.—An- 
other federal agency is getting into 
advertising with both feet, it was 
learned here today when Selective 
Service System’s plans for a na- 
tional campaign to sell the selec- 
tive features of the draft program 
were uncovered. 

First phase in the drive is the 
distribution of a series of posters, 
the first of which is already off the 
presses. The posters are being 
painted by leading commercial 
artists who are contributing their 
services. The national defense com- 
mittee of the Advertising Federa- 
tion of America, headed by Paul 
Garrett of General Motors Corpora- 
tion, is sponsoring the poster series 
and plans to extend its efforts to 
embrace newspaper and magazine 
space in the near future. 

The first poster pictures three 
men in goggles operating a _ tank. 
The caption is: “Selected for Serv- 
ice.” Neither the Selective Serv- 
ice System nor AFA’s name ap- 


| 


j}and 25,000 


| 


|all local draft offices, 


a man welding an unfinished tank, | learned, but there are no present 
and the third a farm worker oper-| plans for further broadcast promo- 
ating a tractor. Others will illus- | tion. 

trate numerous jobs vital to defense | 


—— 


COMMITTEE HEADS DISCUSS AD WORK 


other than active military service. 
Other Activities Planned 


It is expected that between 20,000 
copies of each 
will be distributed throughout the 
country. They will be displayed in 
post offices 
and other public buildings. The 
Pullman Company will post them 
in their 5,500 cars. It is possible 
that transportation advertising com- 
panies will be asked to display them 
in trains, trolleys and buses. It 
is believed that later posters spon- 


sored by AFA will bear the asso- | 


ciation’s name. 

The only expense to the govern- 
ment is for printing and distributing 
the posters. When the program 
expands to include newspapers and 
magazines, who are being asked for 
space donations, the AFA _ will 
arrange for copy preparation. It 
is understood here that several pub- 
lishers have already promised the 
AFA cooperation by providing free 
space in early issues. 

Maj. Ernest M. Culligan, public 
relations officer for draft headquar- 
ters, organized the campaign. Radio 
announcements _ selling selective 


poster | 


‘Detroit Adcraft Club 
Elects New Directors 


| _The Adcraft Club of Detroit 
| elected five new directors at its 
recent annual meeting all of whom 
|are to serve two-year terms. They 
include: F. Lee Johnston, president, 
Advertising Services; T. F. Gessner, 
|advertising manager, Detroit Edi- 
|son Company; Alfred H. McKeown, 
Sunday advertising manager, De- 
| troit News; Jesse W. Fleck, adver- 
tising director, Detroit Times; and 
Fred J. Madel, vice-president in 
charge of sales, Borden Farm Prod- 
ucts Company of Michigan. 

| The directors will convene early 
jin June to elect officers for the 
coming year. 


‘Miller to Edit “Friends” 

Don C. Miller has been appointed 
editor of “Friends,” Chevrolet owner 
magazine published monthly, and a 
vice-president of the Motor City 
Publishing Company, Detroit. 


Simmons Joins Carr 

Harry Simmons, formerly with 
Heinn Company, New York, has 
joined the Carr Organization, crea- 
tive mail advertising, Milwaukee, 
as sales manager. 


—<. 
“ea 


4, cat 


Which twin 


@Same buying habits 


@Same modern ideas 


@ Same tastes 


@... but the lady on 
the right has more 
money to spend! =—=—»> 


Mrs Urban lowa buys more 
food, more drugs, more automo- 
biles because there are more of 
her. More even than Mrs. Pitts- 
burgh, Mrs. Cleveland or Mrs. St. 
Louis 


URBAN IOWA is America’s 7th 
market—a sales ‘‘city’’ of a million 
people with half a billion dollars 
to spend—and 4 out of 5 of these 
city-living lowans read one news- 
paper. 


“A” schedules, please! 


would you pick 


This group of committee chairmen was snapped at the convention of the Au 
motive Service Industries Advertising group at French Lick Springs, Ind., (left 


right) E. S. Sensenderfer, U. S. Asbestos Division, Manheim, Pa.; W. G 


Ramsey Accessories Mfg. Corporation, 
Corporation, Providence, R. |.; C. B. 


» ive 
St. Louis; Howard E. Robinson, F, 
Dietrich, Wagner Electric Corporat 


St. Louis; R. W. Case, Thermoid Company, Trenton, N. J.; Charles C. Tapsc 
McQuay-Norris Mfg. Company, St. Louis; and George W. Stout, Perfect Ci; 
Company, Hagerstown, Ind. 


Tapscott Elected 


Dealers Start 
Deliveries of 


Head of Automotive New Ford Six 


Advertisers Council 


French Lick Springs, Ind., May 


| 21.—More than 30 advertising man- | 


agers and executives attended the 
| three-day convention of the Auto- 
|motive Advertisers Council, for- 
merly known as the Automotive 
\Service Industries Advertising 
Committee, which ended at the 
French Lick Springs hotel here 
today. 

Elected as president of the group 
was Charles C. Tapscott of the 
McQuay-Norris Mfg. Company, St. 


Louis. R. W. Case, Jr., Thermoid 
Company, Trenton, N. J., was 
elected vice-president, and C. B. 


| Dietrich, Wagner Electric Company, 
St. Louis, was chosen secretary- 
treasurer. 

Named to the board of governors 
were E. S. Sensenderfer, U. S. As- 
bestos Division, Manheim, Pa.; 
| William G. Myers, Ramsey Acces- 
|sories Mfg. Corporation, St. Louis; 
|George W. Stout, Perfect Circle 
| Company, Hagerstown, Ind., H. E. 
| Robinson, Fram Corporation, East 
| Providence, R. I.; E. O. Bodking, 
| McCord Radiator & Mfg. Company, 
| Detroit; and H. D. Wexelberg, Van 
Cleef Bros., Chicago. The board of 
| governors and the officers will 
| gather in Indianapolis in August for 
a special meeting. 


Represent 100 Companies 


The executives present were rep- 
resentatives of a group of 100 com- 
panies engaged in the automotive 
after-market business. It was the 
initial meeting of the organization 
and round table discussions 
business sessions were held thrice 
daily. The group expects to pro- 
mote advertising practices bene- 


an advisory capacity to 
trade associations. 

Only break in the schedule of 
business was for a golf tournament 
}on Tuesday, in which honors were 
won by R. W. Case, H. C. Moore, 
Packard Electric Division, Warren, 
O., and President Tapscott. 


Bates to Brown & Thomas 
Bennett Bates has resigned as 
vice-president of Erwin, Wasey & 
Co., New York, to become vice- 
president of Brown & Thomas Ad- 
vertising Corporation, New 
effective June 1. He was formerly 
copy executive with Lord & Thomas 
and Lennen & Mitchell, New York, 
and was also associated with 
Charles Austin Bates, Inc., 
York agency. 


and | 


ficial to the industry, and to act in | 
existing | 


, | 
York, 


New | 


| Detroit, May 20.—Unhere!ded 
|/and without benefit of any sched- 
_uled advertising, the long-rumored 
| Ford Six has finally reached the 
market and dealers are now making 
| deliveries, the Ford Motor Com- 
| pany admitted today. 

| Formal presentation of the new 
six-cylinder car, it is understood, 
will be delayed until announcement 
of the 1942 Ford models in late sum- 
mer or early fall. Company plans 
had called for substantial six-cyl- 
inder production early this year, but 
because of priorities in the defense 
program, normal production prob- 
ably will not start until early this 
fall. 

Except for its power plant, the 
Ford Six is identical with the V-8 
It has 90 horsepower and is inter- 
changeable with the 90 h.p. V-8, the 
company announced. The six-cylin- 
der cars will be priced $15 below 
current Ford V-8 prices on corre- 
sponding body types, Which today 
were raised $15 on all models. The 
six will be available as optional 
tequipment in all deluxe and super 
deluxe passenger body types as well 
as commercial cars and trucks 


“Consumers’ Digest” to 
‘Suspend Publication 


Publication of Consumers’ Di- 
gest will be suspended with the 
June issue. In making its exit the 
magazine remarked that consumer 
| goods are changing so rapidly under 
ithe defense program that articles 
/of consumer information “are likely 
to be partly or wholly out of date” 
before they reach readers of the 


|magazine and its resources would 
be insufficient to cope with the 
situation. 


Originally published by Consum- 
ers’ Research, the first issue of the 
Digest appeared in January, 1937 
In January, 1938, it was taken over 
by its own publishing corporation, 
Consumers’ Institute of America 
| Some features may be combined in 
‘the fall with Consumers’ Research 
| Bulletin. 


Detroit Drug Chain Aids 
Defense Stamp Campaign 


| In what is believed to be th: first 
| paid advertising by any ret or- 
ganization in behalf of the e of 

United States defense ngs 

stamps, Cunningham Drug (ores, 

| Detroit, used newspaper space © 

volunteer its services. 

Stamps may be purchased at an) 

| Cunningham store, copy dé ared, 
and there is “no need to trave! ou 

of your way” with a store ht in 


the neighborhood. Ads wt car- 
ried in the Detroit News, Fre: 
}and Times. 


‘The D 


Oines Register and Tribune 


376,372 Sunday—Milline $1.59 


318,965 Daily—Milline $1.57 


WCKY | 


The L. B. Wilson Station 
50,000 watts 


CBS 
CINCINNATI 
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Inthe 40 Mile Radius 


TREND OF CITY AND SUBURBAN CIRCULATION OF CHICAGO EVENING NEWSPAPERS 


Vational awards consisting of the 
N. W. Ayer Award for Typography, 
Printing and Press Work—The 1940 
Pulitzer Prize for Cartoons — The 
1940 Editor and Publisher Award 
for Spot News Photography—as well 
as the Honorable Mention for Sports 
Photography, are tributes to the 
quality of The TIMES as a news- 


paper. 


But the greatest tribute of all is 
the fact that the citizens of the city 
and suburbs of Chicago daily choose a 
The TIMES as their favorite evening * 
paper over any other. . 


TIMES 


CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 


SAN FRANCISCO NEW YORK DETROIT CHICAGO ATLANTA 


LARGEST 
NEWSPAPER 
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Unusual Premium Helps 
Mercury Invade Soap Field 


Step-by-Step Story of 
Remarkable Operation 
Is Told 


By IRWIN ROBINSON 


Kearny, N. J., May 22.—Unper- 
turbed by the rising fury of com- 
petition between leading soap 
brands, a 50-year old manufacturer 
without previous experience in 
marketing consumer goods is writ- 
ing a unique chapter in merchan- 
dising history in terms of Mercury 
soap—a new brand just emerging 
from its growing pains in metro- 
politan New Jersey and seemingly 
destined for an important role 
the national picture later on. 

For more than half a century 
Theobald Industries, Inc., has been 
one of the largest suppliers of tal- 
low to the country’s major soap 
manufacturers. The feasibility of 
entering the volcanic consumer 
field was carefully explored by 
company Officials who were con- 
vinced they could offer a topnotch, 
all-purpose granulated household 


in | 


soap. They decided to put their 


conviction to the acid test early this | 


year. 

Guided every step of the way by 
an executive of one of the country’s 
largest advertising agencies, Theo- 
bald formulated a comprehensive 
merchandising program and se- 
lected six neighboring counties in 
New Jersey as a proving ground. 
|Distribution of Mercury soap 
through 1,000 independent grocery 
|stores within a three-month test 
period was set as the initial objec- 
| tive. 


2,000 Dealers Sold 


How effectively the Mercury blue- 
print has been transformed into a 
record of achievement was revealed 
|today in data made available to 
| ADVERTISING AGE, which indicated 
| that at the end of two months well 
| Ov er 2,000 dealers were carrying 
| the product. Brisk consumer de- 
mand has been stimulated through- 
|}out metropolitan New Jersey in the | 
‘face of a deluge of soap price wars, 
special deals and large-scale com- 
petitive promotion in all 


| 
| 


| of 


Mercury brand has been riding 
through the storm serenely at 20 
cents a package while established 
competing brands have been offered 
for low as 13 cents a package. 
Not a single case of price-cutting 
has been reported. The product is 
not sold under fair trade contracts. 

Analysis of Theobald Industries’ 
performance on Mercury soap to 
date points to careful coordination 
of sales and advertising effort, con- 
sistent use of the basic advertising 
medium—in this instance 
papers—and a 


as 


showmanship, as the chief 


| gredients of the success formula. 


| Theobald 


|sales staff. They 
45, believing that dignified | 


Picks Older Salesmen 

A modest little classified ad in a 
newspaper late last February 
the spark that set the Mercury mer- 
chandising machine in motion. The 
ad called for several salesmen, 
perienced either 
otherwise calling 
trade. 
swamped with job-seekers, men 
ranging in age from 20 to over 60. 

Uninhibited by precedent, the 
officials made their first 
unconventional move in hiring a 
selected no men 


on the 


under 
veterans, rather 
| youngster ¥ 
liaison 


than high-pressure 
would serve best as the 
between the grocery trade 


media. | and the conservative manufacturer. 


Your No. 1 Prospect 


America’s 


Fastest Growing Electrical Market! 


Never was there a more opportune time to turn concentrated sales efforts upon 
the mushrooming industrialization and electrification of the southern and south- 


western states, 
This section long 
ket you can ° 


‘sink your teeth in 


ago sprung out of its “potential 


facturers are cultivating. 
Indisputable proof of the richness of this constantly expanding Southern elee- 
trical market is shown in the following facts: 


stage and has become a mar- 
a market which more and more leading manu- 


@ During the past 4 years the electric output of the central stations of the 


South shows an increase of 


country. 


During the past 4 years, 8485 miles, or 


29.4% 


36.9 I U 


as compared to 15.8°° for the rest of the 


of the country’s total mile- 


age of new transmission lines, were constructed in the South, 


South’s central stations. 


new customers. 


Last vear, 


332.778 additional 


homes, or 


wired in the South. 


of dollars. Re 


Electrical appliance sales 


in the South for 
cords show that the 


35.50%; 


During 1940, there were added 337.968 new customers to the lines 
These represented 34.27! 


the 
total 


© of the country’s 


of the country's total were 


1940 totaled over 130 millions 
rate of gain in these sales for the past 


10 years is considerably higher in the South than in the country as a whole. 


--add ELECTRICAL SOUTH to Your Schedule Today 


With circulation 
ELECTRICAL S( 


in over 1900 cities and towns of the South and Southwest. 
M'TH is the ONLY’ publication assuring complete coverage of 
both small-town and metropolitan southern electrical dealers, contractors, whole- 


a 


salers and utilities. 


Round out you 


national advertising 


program by putting ELECTRICAL SOUTH on you 
list-—then look for increased sales from the South, Amer 
was FASTEST GROWING electrical market! 


“The South's Own and Only Electrical Business Journal” 


news- | 
judicious sprinkling 
in- | 


Was | 


ex- | 
in selling soap or 
grocery | 
The company’s offices were | 


oN 


GRANT BUILDING, ATLANTA, GEORGIA 


ELECTRICAL SOUTH 


COTTON * SOUTHERN POWER and INDUSTRY + SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 


a 


_FOLLOW- UP cory IN MERCURY DRIVE 


SAVE TRADE AND TRAVEL COUPONS 


Fae FREE 


BY BUS, TRAIN, BOAT OR PLANE 


This is not » contest! Switch to Mercury 
tranulated Soap today’ Whiter, cleaner 
clothes, sparkling dishes and glasses. smooth 
solt hands, suds instantly, even in hard 
water, costs no more than ordinary soap 


Each box of Mercury Soap contains « Free 
Trade and Travel Coupon. Save these Cou 
pons. Each one brings you nearer the places 
you've slwavs wanted to see 

For Free Booklet desc rips vou can 


take write to The Theo! bald Ladeoteton De 
partment B, Kearny, New Je 


Sea MERCURY SOAP 


COSTS NO MORE THAN ORDINARY SOAP 


TO WASHINGTON, D. C.1 


This « Swuck to the Mereery 
tried Sas Pa ase ae ou 
makes dehes sparkle - 
even 10 herd water cots ae were 

theo ecdinory con 
Tyovet Pree Beck bor of 


ust MERCURY SOAP 


COSTS NO MORE THAN ORUINARY SOAP 


FREE TRIP NOW 


FREE TRIP 


TO WILLIAMSBURG, Va. 


This is not « Contest 1 Try the cow More — 
lated Soap. bts different W iter, cleaner slethee 
es 


D ~" — C, Keerey, 
Ne ad 


ust MERCURY SOAP 


COSTS NO MORE THAN ORDINARY Soap 
YOU CAN 


reat. FREE 


Start using Mercury Soap Today 
Free Trade and Travel Coupon pee oll box 


This is not « contest! Switch to Mercy 
drenuleted Soap todey! Whiter, cless. 
clothes. sparkling dishes and glosses. om) 
soft hands, instant suds, even io hard war. 
costs Bo more then ordinary soap. 

Seve these Trade and Travel Coupons E..» 
one brings you neerer the places you've » 
ways wanted to see 

For Free Booklet describing trips you ox» 
take write to The Theobeld lodustries, (x 
partment LD), Kearny, New Jersey 


ust MERCURY SOAP 


COSTS NO MORE THAN ORDINARY SOAP 


Use of these small-space newspaper advertisements, offering coupons good fo, 


vacation trips and emphasizing that no contest is involved, helped boost sales of 
the new Mercury soap. Each of these advertisements is repeated once. 


Nine salesmen were hired. Each 
was given a salary and an allow- 
ance of ten dollars a week for a 


| car, 


The sales portfolio placed in the 
hands of each salesman told the 
Mercury story quickly and con- 
vincingly. ““Mercury granulated soap 
is a new, different soap that women 


like,’ dealers were informed. “It 
washes clothes whiter, cleaner 
makes washing easier, too... cuts 


grease quickly 

and dishes sparkle . . 
sitive hands, keeps them soft 
smooth ... instant suds, even in the 
hardest water.” 


makes glasses 
. kind to sen- 


Unusual Premium 


The piece de resistance of the 
dealer presentation, however, was 
the story of the unique premium 


Amalie wee ote 


Reproduced here is one of the three 
types of displays offered dealers, each 
of which required the retailer to set 
aside space in his store for point-of-sale 
merchandising of the new Mercury soap. 


innovation introduced by 
soap. In every box the consumer 
receives a “Trade and Travel” 
coupon, having a value of one mile 
of railroad passage or its equiva- 
lent in bus, airplane or steamship 
transportation. By saving Trade and 
Travel coupons consumers can ac- 
cumulate sufficient dividends for 
trips to Niagara Falls, Washington, 
Williamsburg, Atlantic City or any 
one of countless other tourist 
meccas. 

Trade and Travel is an _ inde- 
pendent premium organization, with 
headquarters in New York, whose 
first sale of its plan was to Theo- 
bald Industries. Each premium 
coupon the advertiser three 
cents, Or one cent over the pre- 
vailing railway coach tariff of two 
cents a mile. The initial Mercury 
order was for 75,000 Trade and 
Travel coupons, amounting 
$2,250. The contract between Theo- 
bald and Trade and Travel stipu- 
lates that the money is to be put in 
trust and thus be available for im- 
mediate redemption of coupons pre- 
sented by consumers. Trade and 
Travel assumes the 


costs 


and | 
| plays—one 


of making all touring arrangements 
for coupon holders. 


Offered Three Displays 

In calling on the retail trade, each 
Mercury salesman carried in his 
car several cases of the new soap 
and as soon as the dealer agreed 
to take on the line a display was 
set up in the store and the retaile: 
was supplied with window stream- 
ers, counter folders and blowups of 
newspaper ads. It is interesting to 
note, in passing, that dealers were 
given a choice of three types of dis- 
floor setup requiring 


two cases of Mercury, one calling 
|for one case and a third suitable for 


counter display. Each case consisted 


‘of 24 packages. Ninety per cent of the 


retailers took the one-case floor dis- 
play unit, five per cent of the larger 


display and five per cent the counte! 


| 
| 


Mercury | 


unit. Thus every dealer who took 
on the Mercury line allocated space 
in his store for effective point of 
sale merchandising of the new prod- 
uct. Each dealer received a display 
allowance of five cents per case 

In mid-March, two weeks afte: 
the Mercury sales force began call- 
ing on the grocery trade in Hudson 


County, the first consumer copy 
broke. Nine - hundred line an- 
nouncement ads were inserted in 


the Bayonne Times and the Jersey 
Journal. By this time 400 in 
pendent grocers were stocked with 
Mercury soap. A series sht 


le- 


of eig 
100-line follow-up ads were stag- 
gered twice a week in each of the 
first two papers on the schedule 


The Box Score 


The Mercury sales 
its calls in Hudson County in 
March and invaded Bergen County 
Then, during the ensuing six weeks 
the men advanced into Union, 
Essex, Passaic and Morris Counties 

(Continued on Page 35) 


force completed 
late 


The JOU an TWINS 


With Over 52,000. 
Daily Circulation... 

Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the United 
States. f 

1940 it showed the lergcet 
percentage of gain in livestock 


wt 
af 


to | 


responsibility | 


receipts in the entire — 
industry. ; ; 
/ eee H 
General Advertising Representative of The paar 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Ceantiap 
. eee 


Owners and Operators of Station KSCJ : 
Power: 5,000 Day and Night : 
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Philadelphia is Hummin a 


America’s arms outlay is dis- 


tributed unevenly. War materials are 
ordered chiefly from industries already 
established. That is why the great Phila- 
delphia industrial district is decidedly 
a boom area in defense spending. This 
year the Philadelphia Navy Yard will 
add 9,000 men; Frankford Arsenal will 
add 4,000; in all, more than 96,000 addi- 
tional workers will be needed this year 
in Metropolitan Philadelphia alone. 


Inquirer is FIRST in Philadelphia 


AN ADVERTISING MEDIUM should have something more to 
offer than its ancient history. What is its status now? Today — 
and for seven consecutive years— The Philadelphia Inquirer 


is FIRST in advertising volume. The Inquirer is FIRST in de- 


partment store advertising. . 


women’s specialty shops, first in retail, financial, 


advertising — FIRST IN TOTAL ADVERTISING. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


The to elphia Anguirer 


For 112 Years a Philadelphia Institution 


. first in the advertising of city of 


classified 


Advertisers know that expanded pay- 
rolls are quickly translated into in- 
sales and into all the 
manifold business activity which hum- 


creased retail 


ming industry attracts. It will pay you 
to increase your Philadelphia adver- 
tising immediately and substantially. 
Philadelphia today, as the “Arsenal of 
America”, presents truly remarkable 
sales potentials for worthy products 
which are adequately advertised. 


Don’t let anyone tell you that the Phila- 
delphia Market stops at the municipal 
houndaries. According to the U. 8. De- 
partment of Commerce, the Philadelphia 
-marketing area includes 60 counties in 
Pennsylvania, New Jersey and Delaware. 
You want city circulation, of course. But 
is that all you want? For instance, one 
of the many busy cities in the Philadelphia 
district — ‘‘Arsenal of America’’—is the 


WOODBURY, N. J. 


Woodbury, N. J., is located 11 miles south 
of Philadelphia, Population: 8300. Principal 
Industries: Trunks, hosiery, dresses. The 
Belber Trunk Company here is filling de- 
fense orders amounting to $423,697 for lock- 
ers, trunks, chests, and field equipment. 
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Defense Effect on 
Consumer Goods 
Overrated: Walker 


New York, May 22.—The direct 
effect of the national defense effort 
on consumer goods has been greatly 
over-emphasized, according to Q. 
Forrest Walker, economist of R. H. 
Macy & Co., who told the Kiwanis 
Club here this week that private 
business must exercise self-discip- 
line to prevent “unwarranted” ad- 
vances in the cost of living. 

While admitting that production 
of durabie consumer goods such as 
automobiles and refrigerators may 
be hampered as the need for stra- 
tegic metals increases, Mr. Walker 
pointed out that about 70 per cent 
of consumer expenditures are for 
food, clothing, household operation 
and other items which are _ not 
needed for defense purposes. The 
major demand of the defense pro- 
gram in the realm of these non- 
durable goods, Mr. Walker said, 
has been for apparel and textiles 
representing only about three pe) 
cent of all government contracts 


“It is clear that the defense pro- 


gram has directly created no great | 


obstacles to the flow of consumer 
goods; that it is about 95 per cent 
concerned with capital goods and 
not consumer goods; that abnormal 
temporary demands for important 
textiles are being met with no great 
difficulty; and that restraints on 
durable consumer goods may 
be met partially by the use of sub- 
stitutes and other means.” 
Mr. Walker’ warned, 
that the indirect effects of rising 
| governmental expenditures, accel- 
/erated industrial operation and in- 
creased payrolls are becoming more 
important. 
trol as “one of our great national 
problems,” he said that “the release 
of new purchasing power sets in 
motion powerful psychological and 
economic forces that must be held 
within reasonable bounds by the 
wise exercise of private restraint 
and the intelligent use of govern- 
ment controls.” 


Newspapers Win Out 
Michigan newspapers won a vic- 
tory when the state senate, passing 
a bill forbidding the advertising of 
intoxicating liquors, exempted 
newspapers from its provisions. 
Liquor ads would be banned in 
magazines, on panel posters and 
displays, movies and over radio. 


however, 


Pointing to price con- | 


promotion manager of Popular Science 


THE "PLAN BOARD" STUDIES 3,300 PLANS 


Stephen P. Glennen (right), advertising manager, and John R. Montgomery, 


May 26, 


| 
| 


Monthly, examine some of the 3,300 


entries received in the magazine's recent Home Planning Contest. 


Had Only Four Issues 

In the magazine advertising lin- 
age reported in the May 19 issue 
of ADVERTISING AGE, a_ footnote | 
credited Life, Newsweek and Time | 
| with five issues in April, 1941, and | 
|four issues in April, 1940. The | 
reverse is the case, with each of | 
these publications publishing only | 
four issues during April of this 
year, and five last year. 


Stealing away for a round of golf may or may 


not bring you a piece of business. 


$$$ 


more impressed with the application of follow- 


But your time is well spent if you become 


a] aving hooky 


more 


lication 


$$$ 


for a highly 


through in your advertising and selling. 


$$$ 
It also pushes sales curves up. 


$$$ 


service or insurance or raw materials to high 
executives, in publications they 
you cash in by following through. This de- 


mands merchandising your home-read mes- 


sages at low cost in The Wall 
which executives read in 


pom of sale. 


$$$ 


$$$ 


Follow-through cuts golf scores down. 


If you advertise machinery or bank 


their offices 


86 per cent of The Wall Street Journal's 


circulation is read by executives at their desks. 


It gives you. per advertising dollar. 


read at home. 


Street Journal. 


your 


readers 


Sdeeta 


who are active management- 


executives of industrial corporations with 
assets of over $1,000,000 than any other pub- 
magazine or newspaper. 

So be sure to follow through with The 
Wall Street Journal 


and your thanks to golf 
profitable idea. 


WALL STREET JOURNAL 


MANAGEMENT 


SELLS "execurives 


Debunks Movie 
Version of 
Agency Executive — 


Philadelphia, May 21. — The| 
Hollywood concept of an advertis- | 
ing executive as a creative whirl- | 
wind who produces his stuff with 
dazzling mental flourishes came in | 
for some debunking today, thanks 
to a more factual portrayal of an 
honest-to-goodness agency man by 
The Saturday Evening Post. 

As part of its series, “Men at 
Work,” the Post features in its cur- 
rent issue the career of Richard 
Charles Coblens, account executive 
at Batten, Barton, Durstine & Os- 
born. The “most glamorized busi- 
ness in America,” the magazine 
shows, is really a well-oiled ma- 
chine that receives a product at one 
end, assimilates a mass of detail, 
and produces a selling idea at the 
other end. 

Mr. Coblens wanted to do public 
relations work when he was a high 
school senior. By an odd twist of 
fate, he landed a job the very day 
he graduated—as a messenger boy 
with BBDO. By 1930, four years 
after his agency debut, he was an 
executive in the production depart- 
ment. He might have become a 
copywriter, art director, space buyer 
or research man, but he was a 
“good salesman and organizer,” so 
he followed the path that led to an 
account executive’s job. Today he 
directs the Consolidated Edison and 
Silex accounts. 


“Esquire” Officials to 
Ask for Court Delay 

Officials of Esquire and their as- 
sociates, who were indicted in Chi- 
cago May 2 by a federal grand jury 
on charges of conspiring to violate 
the Securities and Exchange Act by 
manipulation of the Esquire-Cor- 
onet Company, will seek a delay in 
the case when it comes before Fed- 
eral Judge John P. Barnes in Chi- 
cago May 26 for arraignment and 
plea. At least two weeks additional 
time will be sought, according to 
Edward Johnston, attorney for Es- 
quire officials, in which to file mo- 
tions. 

Among those named in the in- 
dictment are David A. Smart, pub- 
lisher; his brother, Alfred Smart; 
Alfred R. Pastel, advertising man- 
ager, and eight others, including 
six stockbrokers. They describe the 
charges as a claimed technical 
violation of the SEC act. 


Art Studio | Owners 


Form Board of Trade 
Commercial Art Studios Board of 
Trade has been formed with offices 
at 101 Park avenue, New York. In- 
tended to provide a medium of or- 
ganized effort for New York studio 
owners, the Board seeks to develop 


joint action on common problems. 

Officers of the Board are Salva- 
tore Castagnola, president; Nat 
Feuerman, vice - president; Alfred 
Sudler, treasurer; Silvia Yuster, 
secretary: and Andrew G. Hag- 
strom, William Fisher and E. O. 


Troeger, directors. 


McDermott Made Officer 

Gerald B. McDermott, director of 
the radio division of National Re- 
search Bureau, Inc., Chicago, has 
been elected vice-president in 
charge of all radio activities. He 
was formerly commercial manager 
of Stations WMAQ and WENR. 


|facturers to 
|“*during these times, more than « 


| in known brands.” 


‘through 


No Reduction in 
Quality or Size 


of Foods: AGMA 


Skytop, Pa., May 23.—Incre 
production and raw material ¢ 
in the food field will not lea 
lowered quality standards or 


creased package sizes, member: 


the Associated Grocery Manu 
turers of America pledged at t 
spring meeting here today. 

In discussing the AGMA py: 
Paul Willis, president, declare 
would be “suicide” for food m: 
lower quality 


the consumer is putting her 
As to red 
package sizes, he explained 
formerly such a move was Co! 
ered feasible in order to meet a 
cific nickel and dime price. 
“However, the self-service } 
kets have changed all that,” he 
“By far the greater majority 
items are now priced in per 
rather than in round figures.” }\ 
ufacturers’ increased production 
distribution efficiency have ena 


| them to absorb a large share of 


ing costs to date, he added. 


Consumers Make Decision 


The decision as to whether i 
prices will rise normally in kee; 


with increased national incom: 
begin inflationary spiraling to 
structive heights is largely in 
hands of consumers themselves, 
Willis pointed out. The gov 
ment’s policy of placing order: 
enough in advance to enable 
ducers to plan their crops acc 
ingly has placed the industry 
sound position for the def 
emergency, he said. 


} )- 


ense 


“Surplus commodities held by the 


government and the industry’s 


self-policing are excellent weapons 


he 
public buying 
ignorance of 


against speculation,” 
“However, 


destroy all the good that has | 
done.” 

At a meeting sponsored by 
AGMA merchandising comm) 
William Redfield of Hills |! 
Company discussed cooperative 
vertising; James Reilly, Colg 
Palmolive-Peet Company, pr‘ 
ums; W. M. Robbins, General F 
Corporation, salesmen; Willian 
Dolan, Wilbert Products Comp 
display material; Arthur Ram 
Borden Company, private bra 
and R. T. Coleman, Penick & Ff 
local-national newspaper rate 
ferentials. 


asserted 
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conditio: 
would create artificial shortages a: 
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When Ed Scheuneman puts through ¢ 
job, it usually runs into fancy numbers 
Ed, on the left, is a former supermiens 
ent of the Buckley-Dement plot. w> 
successfully shifted over to the selling 
side of the business. He is a s atk © 
handling accounts which involve masses 
of baffling production detail. Here yo 
see him planning a job with Dar Ranke 
of our Imprinting Department. Tir '* 
of so-many millions of impressic. » mig! 
sound fantastic to an outsider, ! ts as 
very routine to Ed and Dan. S ne *Y 
they should be in Washington 
 ¢ 

The printing and imprinting fac '"e* of 
Buckley-Dement are available work 
originating outside our plant. a® well os 
for the campaigns we create. A*« '° see 
current samples of sales promotic™ piee** 
printed by letterpress and offs:' litho? 
raphy. Buckley. Dement & Comp«"Y: 1300 
Jackson Blvd., Chicago. Monroe 6100. 
—— — 
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ow Trade Paper Advertising Helped Make | 


“THE NAME EVERYBODY KNOWS” 


t ost Aw 
ee over 


Hotpoin{ | 


a GFRATOR 
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ovaaret 


(511995 | 


lead Hotpoint does not treat its trade paper copy with a 


“lick and a promise.” Just as much thinking goes into 
preparation of advertisements for the trade as goes into 
copy for the consumer publications. Here is an example 
of the cartoon technique being used in current trade paper 
copy to tie-in with similar treatment of consumer adver- 
tising. It illustrates the special care and thought given 
to each trade paper ad. 


Tell it to the Trade... 


and the Sweeney’s and Stuyvesant’s will hear it! 


@ Hotpoint has always considered its trade con- 
tacts to be vitally important in its merchandising 
scheme. who con- 
tact utility customers and distributors have a 
much greater obligation than the mere selling of 
merchandise. ‘They interpret company policies 
for their customers. 


Our salesmen, for example, 


Trode paper advertising is second in importance 
only to the personal contacts of 
Hotpoint’s opinion. 


field men in 
The advertising in trade 
papers represents the company to dealers, dis- 
tributors and utility customers between visits of 
the salesmen. 


Tell it to the Trade and the 
Trade tells it to the Sweeney's and Stuyvesant’s.” 


In ‘rade papers we ~ 


The first advertising which Hotpoint ever used 
appeared in trade papers. Each year the com- 
pany has placed a greater burden on the trade 
paper in translating Hotpoint’s message to the 
wholesalers and retailers who sell our products. 
The messages we deliver through trade paper 
advertising are read by the trade. Dealers and 
retail salesmen repeat the information contained 
in those messages to consumers. 

For thirty-five vears, Hotpoint has done a con- 
sistent job of consumer advertising as well as 
We know that the continued 
and extensive use of trade papers has played a 
big part in making Hotpoint “The Name Every- 
body Knows.” 


trade advertising. 


REMEMBER ALWAYS, TRADE PAPER ADVERTISING PAYS! 


THIS ADVERTISEMENT 4s ONE OF A SERIES To STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING | 


W. A. (“ART”) GROVE 
Hotpoint’s Advertising & Sales Promotion Manager 


A graduate of the University of Michigan, College 
of Engineering, he followed engineering and tech- 
nical sales work for five years. 


In 1921 he joined the advertising department of 
the Curtis Publishing Company, and was later 
made Manager of the Saturday Evening Post in 
the Southwestern territory of the Chicago office. 
Sinee 1925 he has been Manager of Advertising 
and Sales Promotion at Hotpoint. 


He is an active member of the Chicago Federated 
Advertising Clubs and of the Association of Na- 
tional Advertisers, having been a director and 
Vice President of the latter organization. 


JEWELERS’ CIRCULAR - KEYSTONE 


100 E. 42nd St., New York 


NATIONAL FURNITURE REVIEW 


666 Lake Shore Drive, Chicago 


SUPER MARKET MERCHANDISING 


45 W. 45th St.. New York 


AMERICAN LUMBERMAN 


431 S. Dearborn St., Chicago 


BOOT AND SHOE RECORDER 


100 E. 42nd St., New York 


DEPARTMENT STORE ECONOMIST 


100 E. 42nd St.. New York 


DRY GOODS JOURNAL 


1912 Grand Ave., Des Moines, Iowa 


ELECTRICAL DEALER 


360 N. Michigan Ave., Chicago 


ELECTRICAL MERCHANDISING 


330 W. 42nd St., New York 


HOUSE FURNISHING REVIEW 


1170 Broadway, New York 


be ie gee a ae = qs enn) Lea tp Fi » im a be Pe £) s Be ns! * ie re ‘ iy axe g 2 hn OS Pl met i as! Sass ‘ , : hte Bi stat A ee " sale 
“ye 
s ° 
fF ee , 7 | 
= TT A A A NR F 4 3 
wy 7 
ee mT 
4 { 
ee: 
oe 
. Se oe 
ad 
a) j 
Dw 
= a 
aa “a 
| oe a 
= ve " 
a. 2 a 
) 
a 
oa 
at GS REFRIGERATORS 
Trotpount ware . 
‘3 oay i 
\TH (is TO ee 
sro mace FO Si ; 
FAN- BES) ae ¥ 
s C v4 nub im . ‘ CANN REALS! { somEOne Ae ae 
PRI —T | es — o”, 
° A BIG UOTPOINT> St so : \ “~ ‘ - Fooo veart: '- “i a. 
a measure? WS Urey - oe Cy tones { se 
4 por ENABLE We. ay - eg 
; 1 - zyowe S ver Gen! ’ ‘ 1 Ssét “ f 4 al 2: ai 
: \ Sauce! @Ren Zs 'F Bi, ‘a (sx tO NT! y 1 WA ? - 
’ : P s— P om = F \ A uMlorry => ‘ 4 3 = / xv ‘ 
: | oie \ ) _ / cambaieweets, CS ee) ee 
k- ¥ eat Saas ; say NY , 
= 5 \ i 6 S45. . ’ ry i 
| ER = I te wi We! } 
~~ al 4 By ; i 4 ae =\\ (ee , | —_ 3 . ‘ Lt | 
; \ : 4 tf A . 7 oe . waTroints , = Pe ¢ ie 
j = =>... ouTy me BUTTE ; at . 7 a R ie Bees. 
° SS / neers Moa. EA — va i hg 
¢ ~ | Ae \ Rene: ki f ‘ 
2 ; a ary ABOUT ) "7 y a , 5 7 : 
= Sat . im ORAL NE a = « Aes 
— ¥ 4 \ =< wot ‘ymin are? ') &. a i Ja > porTre = Thoughts al a Glance ‘ oe 
5-cLEAMin@ ee. ‘ ~ Ly Seinen OWANF Sag (| ‘* — ’ spact SSacecen . a + i a 
pag Speco iow ~ 4. Ds a ‘A i ee, \ ASE ‘oa us | ad oo ‘ Soll r 4 : 
- canoe fy Le» : Ae Fe <— the ope — . “ i. 
a Serene! Ga Sie > | aS 750th sd) SSS Snel sae | a a 
re a Ae se Qa fy aoe ; I a = cs 
~ ~ ‘\, ¥ J j te % SS Lg . — ~ sad aad & i oa ' 
j wi Ke 1 ¢ a ‘ . a} a | | saan Rocakten vie so ‘ . “a fs a a 
~~ € “" Pl dee oe : j * 7 brecion, basics Brtes ’ ee mes 
i Ss NEVE . ‘ lea 7 ward by Heapow % me oe es 
r @ a «eo? —_ > ( enn sm es = ~ - NY ae = > ° weet veces ot ood me a : vs 
Le / e * 7 uKe THe . ~- 7 ia it na | wy) . . . “mech ae . ahead 2 bea 2 
L a,% Bere Ay (] i —  enatleliee Seer tee a ok al . : 4 - : ‘ ~ a fe 
—-- YS ml lL ee ss 
' Or » * as . Drew ’ es and ; egies 
' as » Cone oe? y —— | \ ‘-°.. L S ‘ er by the a a ae zf a ss ; 
eet eg -— me oo i es es ae ee ee pba! 
“se ; oun re Et a ~ SO Lent 1 ep we 
a n" ia / # Gun? NOW x a = yy a e ye ‘ ce fie ’ es 
’ ( wes OM 6 y sa . p . Sa aa 3. ie 
s¥ TO YOu \ witcre ¥ wame ’ e Cee ¥ 44 = " J - ~Y ¥ ? ' — Bee es 
arn See 90. ro THE ws: ) & — a A a , er. . a hs 
oy Seen” a oh ~ Y | ee ‘ a fe So 
< ve COs = ~ as { nee eee ; So = ,. jn 
> Ne LLY fon \ “Xf Wi: { “4 \ won > § xe r ; bi . “ ‘thie 
aa o poh r = - ‘ _ , a 
es en BE ee S| a i , mg ba ‘ - 
w a " ee F } ane 
K re) i \ , ‘ * ‘ : & ¢ i 
. ae* A 7 — 
Y i Ls Oe , i 
gt vet! P r i = 
- } ’ ‘ or Ps P ‘ 4 a 4 
* f i * * Ge = 
J Pig ee df ' co a te he. 
a, $ J a > io : 7 
. 7 ¥ aS ' we a 
eae a» —_ 2 
, 4 aie! 
by de 
. re 
re 
ad 
——— 
ee = 
- ee 
2 eC 
ho e 
_ eC a 
end ty 
wh "TF 
ing ee * 
¢ a : 
SC ig 
ee ; 
akin ee 
talk 3 
= eS J 
ot eee 
work eS 
1] os 
1 see ee 
jeces | | 
thos a x 
1300 pee 
00. F a 
. 
¥ 
a 
eee see i = nt ve vel soho os : ae etek 7. oe “Tas ; on ch Aa A Pye, FA ee: Teo aa RAT ee Reith ee Tg Sateks eae S ve gee eee 
. rere Ton, Saale t , 5 ie ie eS aie ee 2 ee eo . A. Beg gs = ee ee ee iat Dy ne eae SE +, me a a Se ae 
ear ee Lo ae ieee t RY hea = , ae : = iF se AT iit Se eae i 5, eae Sige. Peay gt aia i an a. ee 
Po ON i a ae RR OC i ee ge A A eee: gee a Wee ade Se AE 
ie OU aay eo ore ue i ge ee 1 ee Oe Se. a eS <i ae er oe eee: ise nh 23 nee. tt, pe 
ae 5 a ae ty Pa, ees, : eA oie. a es > ae i a EN ee, hr Ag ee Sale ee Oe | ee eee pace. > cf eee 


phe ae ¥ 
ae A 


met 
a. 


ADVERTISING AGE 


May 26, 194; 


Treasury Accepts 
Texaco Offer of 
Broadcast Time 


Washington, D. C., May 21.—The 
Treasury Department accepted to- 
day the Texas Company’s offer to 


take over Fred Allen’s radio time 
while the comedian vacations this 
summer. A variety show, featuring 


talent contributing their services in 
the interests of national defense, is 
now being planned to fill the broad- 
cast hour. 

Texaco’s offer of its time for the 
promotion of the new defense bonds 
and stamps was reported in ApvER- 
TISING AGE last week, but the Treas- 
ury decided to take advantage of 
the offer only today. Secretary 
Henry Morgenthau, Jr., plans to 
appoint a special committee to take 
charge of the show. 

To Credit Texaco 

Vincent Callahan, former station 
manager who joined the Treas- 
ury’s defense savings staff two 
months ago, has already recruited a 


staff of script writers to plan the | 


programs. He said that talent will 
present no problem, since all types 
of entertainers have offered to per- 
form for the Treasury. 


Texaco will be given credit for 


| donating the time at the beginning 
and end of each program. “Com- 
mercials’” accompanying the enter- 
|} tainment fare will urge purchase of 
defense bonds, and will closely re- 
semble promotion now being aired 
and printed in behalf of the defense 
financing program. 


The Treasury network offering 
will be broadcast for 13 weeks, 
beginning July 2, over 86 stations 


| of the Columbia Broadcasting Sys- 
tem. Neither Texaco nor its radio 


agency, Buchanan Company, 


| 
| 
| 


Ic) will | certain 
participate in program production, | their competitors’ products. 
although the agency will continue | 


Order Princess Pat 
to Drop Its Claims 
Against Rivals 


Washington, D. C., May 24.—The 
Federal Trade Commission, which 
has a number of cosmetic cases near 
completion, decided one of them to- 
day by ordering Gordon-Gordon, 
Ltd., and its selling agent, Princess 
Pat, Ltd., Chicago, to cease making 
disparaging claims about 


Princess Pat radio and publica- 


|to receive its usual commission. | tion copy, according to the FCC or- 
The program will occupy the full! der, included false representations 


|hour vacated by Fred 
| Wednesday evening. 

| Secretary Morgenthau announced 
|today that $257,646,000 worth of 
| defense bonds and stamps were sold 
| during the first 17 days of the cam- 
paign. The bonds went on sale 
| May Ba 


| 

‘Opens Research Lab 

H. C. Mulberger, Inc., Milwaukee 
agency, has opened a new research 
laboratory equipped for analysis 
and development of products in the 
field of plastics, electronics, vita- 
| mins and allied organic chemistry. 
| Working with the agency on the 
new project is Fred C. Hoermann, 
scientist. 


Allen on | 


| 
| 


as to the quality and effectiveness 
of other cosmetics, and the harmful 
effects of certain ingredients used 
in competitive face powders. Prin- 
cess Pat advertising claimed that 
the use of powders containing orris 
root causes the pore of the skin to 
clog, irritates the skin and causes 


| Skin roughness, but such is not gen- 


erally the case, according to FTC 
findings. 


Only Allergic Affected 


Only people allergic to orris root 
are so affected, and this group in- 


| 


cluded only frorn 10 to 24 per cent 
of those tested. What’s more, says 
the FTC, only about 10 per cent of 
face powder manufacturers were 


SS 


TO 


47 


SMART 


“Baby Bathinette Corp. 
Beech-Nut Packing Co. 
Borden's Farm Products 
Carlson Manufacturing Co. 
Centaur Co., The 

Conti Products Co. 

Davis, R. B., Co. 

Davol Rubber Co. 

Dennison Manufacturing Co. 
Fort Massac Chair Co., The 
Gem Crib and Cradle Co. 


Gerber Products Co. (strained foods) 
Gerber Products Co. (cereal food) 


Hancock, John, Mutual Life Insurance Co. 


Hankscraft Co., The 
International Latex Corp. 
Juvenile Wood Products, Inc. 
Kleinert, |. B., Rubber Co. 
Libby, McNeill & Libby 

Lord & Taylor 

Maiden Form Brassiere Co. Inc. 
McKesson and Robbins 
Mennen Co., The 

Moran Shoe Co. 

Munro, Walter J. 


Mutual Benefit Life Insurance Co. 


Newman Co., The 


Owens-Illinois Glass Co. 


Pet Milk Co. 


Pyramid Rubber Co., The 


Quaker Maid Co. 
Quarrie Corp., The 
Quicap Co., The 
Rose Derry Co. 
Thayer Co. 


Trimble, Inc. 


Welsh Co. 


Warren Featherbone Co. 


Whitney, F. A., Carriage Co. 


Wisconsin Alumni Research Foundation 


Sectional 


Ayres, L. S., & Co., Indianapolis, Ind. 
Hood, H. P., & Sons, New England 

Infant Laundry Service, Chicago, Ill. 
Infant Laundry Service, Detroit, Mich. 
Napps Baby Laundry, Los Angeles, Calif. 
Tiny Tot Baby Laundry, St. Louis, Mo. 
Union Dime Savings Bank, New York, N. Y. 


During the next twelve months this list of advertisers will tell their story to more than 400,000 new 
mothers through CONGRATULATIONS. Distributed only by hospitals which have the approval 
of the American College of Surgeons, each copy of the magazine is signed by the attending physi- 


cian and hospital superintendent before its presentation to the new mother. 


Impressed by the high 


calibre of the editorial and advertising content of the magazine and its most ethical presentation, 


these mothers are unusually responsive. 
quiries from more than 16°/, of its total readership. 


At the present time CONGRATULATIONS is pulling in- 
If your advertising is acceptable to CON- 


GRATULATIONS you can tell your story to this 100°, class market with a degree of prestige that 


is not possible in any other 


CONGRATULATIONS 


A MAGAZINE FOR MOTHERS e 


advertising medium. 


515 MADISON AVENUE 


NEW YORK 


ACCEPTS PLAQUE 


Victor H. Hanson, publisher, Birmingham 
News and Age-Herald, and one of the 
founders of the SNPA, accepts a bronze 
plaque from P. H. Batte, Charlotte 
Observer, at one of the association's 
sessions. (Story on Page 17.) 


NEW YORK 


using orris root as an ingredient at 
the time the investigation was 
made. 

In order to comply with the FTC 
order, Princess Pat must either 
abandon its claims as to the effect 
of orris root in face powder, or 
make it clear in copy that harmful 
effects are limited to allergic users. 


Strike Other Products 


and 
also ordered to 
claiming that 


The manufacturer 
agent were 
from 


selling 


Pat 


Princess 


powder is non-allergic to all per- | 


sons, that it will smooth the skin, 
make it soft or pliant, prevent 
pores and blackheads; that 
their muscle oil will prevent crow’s 
feet, wrinkles or sagging facial 
muscles; that their skin cleanser 
will prevent pimples and other skin 
troubles; and that their skin food 
cream or anti-wrinkle cream 
nourish or feed the skin, or that it 
is a tonic for underlying nerves or 
will smooth out or prevent wrinkles. 

The order also includes a prohibi- 
tion against using any name for a 
product which contains the word 
“food.” This means a new name 
will have to be adopted for skin 
food cream. 


coarse 


ADVERTISERS’ |Minnich Elected Head 


of Columbus Ad Club 


Howard C. Minnich, assistant ad- 
vertising manager of Ohio Fuel Gas 
Company, has been elected presi- 
dent of the Advertising Club of the 
Columbus Chamber of Commerce, 
succeeding Gus K. Bowman, Byer 
& Bowman Advertising Agency. 

Other officers include Paul A. 
Kelly, Capital Finance Corporation, 
first vice-president; John A. Stover, 
John Stover Company, second vice- 
president; Barney F. Houchin, Rob- 


inson-Houchin Optical Company, 
secretary; and Edward R. Brown, 
Huntington National Bank, treas- 


urer 


Limit Apple Ad Tax 

Michigan’s apple advertising tax, 
recently declared valid by the state 
supreme court, would apply only to 
fruit packed to meet U. S. No. 1 
grade requirements, under terms of 
a bill offered by Rep. Gail Handy, 
Eau Claire Republican. 


desist | 


will | 


Auto Horn Tunes 
Help Sell Coal, 
Cars, Baby Food 


| Jackson, Mich., May 22.—La! 

{to join the varied ranks of ady: 
tising media is the automobile h 

| Just as the whistle sells the pea 


land the sizzle sells the ste: 
|audible trade themes sounded y 
| automobile horns are building gv 4 
|will and sales for an increas: g 
‘number of users, according 
|the Sparks-Withington Comp 
maker of the Sparton Music-. 
horn. 

| As an advertising medium, 


Music-Aire is less than a year 

|But already a long list of fir <, 
including many with national j 
sectional distribution, have aud (e 
trade themes not only on their ©- 
livery trucks but also on cars of 
,all sales representatives. Horn» in 
| quantities of from 10 to as man» as 
several thousands have been De 
plied these concerns. Whether at 


your door or in busy traffic, n- 
triguing, lilting melodies indi: 4- 
ualize and identify products ad 


their organizations with a distine- 
tive, audible trade theme. 

More than 150 audible tride 
themes already have been de: el- 
| oped for different industries. La in- 
dry trucks tootle the tune “This is 
the Way We Wash Our Clothes”; 
coal trucks remind one to ‘Keep 
the Home Fires Burning”; and baby 
food manufacturers have adopted 
| “*Rock-a-Bye Baby.” There are spe- 
cial musical horns for automobile 
manufacturers: “My Merry Olds- 
mobile” for Olds; “The Campbells 
Are Coming” for Chrysler; and 
“Merrily We Roll Along” for Stude- 
baker. 

Offer New Melodies 


When a large organization wishes 
to develop a special audible trade 
theme, it is entirely practical to 
synchronize almost any musical 
score to Music-Aire or, if preferred, 
a new melody can be written 
an advertiser’s exclusive use. Pepsi- 
‘Cola vehicles are tooting the jing! 
“Pepsi-Cola Hits the Spot’; Pabst 
Blue Ribbon is using the musical 
score “Old Gray Bonnet”; and Hi- 
Speed Oil Company has its own 
catch jingle, “Hi-Speed Is on the 
Air.” 

Music-Aire has succeeded strictly 
on its merits as an advertising me- 
dium “because it has produced deti- 


nite sales results,” the Sparks- 
Withington Company = states. ‘It 
carries a courteous sales message 


that registers and is remembered.’ 


Fletcher Appointed 

L. J. Fletcher, with Caterpilla 
Tractor Company, Peoria, IIl., since 
1927, has been appointed directo! 
of a newly-created training anc 
public relations department. 


Inkograph Pen Appoints 

The Inkograph Company, New 
York, has appointed L. E. McGivena 
& Co., New York, to direct adver- 
tising for Inkograph, its pencil- 
pointed fountain pen. 


“THE MARCH OF SIGNS" 


to sell ESSO products, day 
—Co 


€SSO—"| am a COLONIAL Sign—one of a large number help 9 


and night in eighteen states.” 


lonial Neon Co., Inc., North Bergen, S 
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More than 
400 Solid 


pages of 
FACTS for 
MAKING SALES 


DATA ON EVERY 
CITY IN THE 
UNITED STATES 
OVER 500 POPULATION 


IF YOU NEED IT 


YOU MAY NEED THIS BOOK—and you may not. 
We urge you to find out. It is solid statistics— 
nothing else—but they are valuable statistics to 
thousands upon thousands of businessmen. Per- 
haps they can be valuable to you. 

From raw materials supplied by the Bureau of 
Internal Revenue, State Bureaus of Motor Vehicles, 
the United States Census Bureau and similar authori- 
tative sources, the J. Walter Thompson Company 
has fashioned this too/ for the use of men who need it. 

It is nothing less than a too/—an instrument for 
taking the financial pulse of sales possibilities of the 


Nation—of States, Cities and Counties. This is the 
Sixth Edition—complete- 


of uses this book—this too/—may have. We have 
made it as easy as possible for you to see this 
volume for yourself—to examine it and study it 


at your leisure—before you decide whether or not 
it can help you. 


In planning sales campaigns, making advertis- 
ing budgets, allocating salesmen, setting district 
quotas, gauging public reactions, introducing new 
products, testing appeals and selling methods, 
analyzing public relations, estimating selling costs 
—and so on almost ad infinitum—this is the book 
you need. It places at your fingertips reliable infor- 
mation gleaned by the Research Department of the 
J. Walter Thompson Company 


revised—of ‘‘POPULA- 
TION AND ITS DISTRIBU- 
TION’’—the only work of 
its kind published in the 
entire country. 


Businessmen, execu- 


Answers Questions 
Like These 


1. What are the cities of over 50,000 


through its long years of ex- 
perience. 


Up-To-The-Minute 
Completely Revised 


tives, sz = . 100,000 . . . 500,000 . . . in order n ‘ 

oil les managers, ad oil taiy ohn’ The figures in “POPULATION AND 
‘ os heads, ‘manufac- 2. How do the 3,072 counties of the ITS DISTRIBUTION,” Sixth Edi- 
uwers and distributors in 


‘very field have been await- 
Ng this announcement 


"ith the utmost eagerness. How many radios? 


United States rate 
income-tax payments reported? 

3. How many occupied dwellings in 
New Jersey? How many telephones? 


number of tion, are the latest available in all 


the fields covered—1940 National 
Census, Income Tax Returns for 
1938, Automobile Registration for 


Prepared by the 


J). WALTER THOMPSON COMPANY 
from figures supplied by the 


UNITED STATES GOVERNMENT 


AT ALL—IT’S INDISPENSABLE! 


Their opies of the Fifth 
“dition of this work are 
‘umbed and worn by con- 
tant use through the past 
1 years, 

It is impossible to do 
nore than suggest the hun- 
‘ttds— perhaps thousands 


4. How many homes are wired for 
electricity in Connecticut? 

5. How many cities of over 500 popula- 
tion in the State of Pennsylvania? 

6. Hlow many families in the city of 
Buffalo; how many people there pay 
income tax? 

7. How many people in lowa own 
automobiles? 

8. How many places between 5,000 and 
10,000 are there in California? 


And many, many more which may 
be pertinent to your business. 


1940—and so on. One startling fact 
revealed by the J. Walter Thompson 
Company’s expert analysis is that 
TODAY there are 4,868,010 new 
families in the United States since 
the Fifth Edition of this work was 
published. If you have anything to 
sell to that NEW market—a new 
market equivalent to the popula- 


tion of the ten largest American cities—send for your 
copy of this book and find out where those families 
are, how many of them pay income taxes, own automo- 
biles, radios, etc., etc., etc. One entirely new and unique 
feature in this volume is an alphabetical list (with data) 
of every city in the United States over 500 population! 
See the box on this page for a few typical questions 
answered by this volume. 


SEND NO MONEY 


Fill out and mail the coupon below at once. “‘POPULATION AND 
ITS DISTRIBUTION” will be mailed to you promptly, postpaid, 
for free examination. Keep it for five days. Use it. Test it. Then 
decide if you wish to own it. The volume is handsomely and 
durably bound in library linen—reinforced with extra cloth 
bands at the joints to make it wear through the years. For 
the usefulness of this too/-for-making-sales is not limited to 
the present. You will use it for years to come. 

If the volume fails in any way to live up to your expectations, 
return it and you owe us nothing. If—on the other hand—it fills 
a need in your business, remit $10, and the book—with all its 
possibilities for the increase of your sales—is yours. 


J. WALTER THOMPSON CO., Dept. AA-!I 
'420 Lexington Avenue, New York City 


ee a ee ee ea ae ae ee 


i J. WALTER THOMPSON COMPANY, Dept. AA-1 
420 Lexington Avenue, New York City 
Gentlemen: You may send me the Sixth Edition of 
POPULATION AND ITS DISTRIBUTION, postpaid, for free 
examination. I will either remit $10 payment in full or 
return the volume within 5 days. 
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Address 


City State 
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me Taxon Radio Is 
Introduced in 


May 26, 194} 


— 


Macfadden Names 
O. A. Feldon as 
Western Manager 


printed media to the air, NAB as- 
serted that 1940 newspaper adver- 
tising revenue of $535,000,000 more 
than doubled radio’s gross time sale 
total of $207,956,000. 

The committee also received new 


| income bracket, the tax would be. in- 
|15 per cent, and 10 per cent for 
those in the $150,000-$250,000 class. 

Rep. Connery has previously ex- 
| pressed sympathy with the printers’ 
/union plea for a special’ tax on | 


if their tax bill is materially 
creased by special legislation. 

Mr. Haggerty reiterated his plan 
for a 20 per cent levy on gross in- 
come of stations and also urged a 
75 per cent transfer levy on the | 


; a |radio. Back in March, he intro- | amount of profit realized by a sta-| Treasury Department tax recom- Chicago, May 22.—O. A. (D 
Ps | duced into the Congressional Record | tion owner through the sale of a/| mendations. The drastic excess | Feldon, formerly Western m 
ouse y onnery | material prepared by Mr. Haggerty, | broadcasting outlet. The gross in-| profits tax plan which the Treasury of Liberty, has been ap} ted 
urging such a tax. The Connery |come tax, he claimed, would raise | suggested last year, but which Con- | Western manager of Mac! in 
. | bill, which was dropped in the hop- | $20,685,200 revenue for federal) gress did not adopt, was revived in | pyblications, Inc., with hea a 
Committee Hears Pro- per the day scan Mr. Hag- | coffers. | the Administration’s effort to tap ters in C = 
posals for Increasing gerty’s appearance before the ways The National Association of | heretofore untouched corporate Mr. Feldo: ss 3 
and means committee, was referred | Broadcasters, while not taking di- | profits from defense business. ceeds Cha H 
Corporate Levy | to that group. rect issue with the suggested tax, Treasury Undersecretary John L. Shattuck, est. 
|did submit a statement for the con- | Sullivan urged abandonment of the ern mana: 7 
Washington, D. C., May 20.—The | Oppesition Expected |sideration of the committee. NAB] present excess profits formula 30 year - 
tax on radio which tne printers’ The Connery bill is expected to|estimated that radio has been re-| which allows taxpayers to count as was rec: 


union has been advocating at every 
turn for many months reached Con- 
gress again this week in two forms 
when John B. Haggerty, president 
of the International Allied Printing 
Trades Association, appeared as a 
witness in tax hearings being held 
by the House ways and means com- 
mittee, and when Rep. Lawrence J. 
Connery introduced a bill in Con- 
gress to tax broadcasters’ income. 


Rep. Connery, Massachusetts 
Democrat and a member of the 
joint committee on printing, pro- 


posed a 20 per cent amusement tax 
on broadcasting stations with an- 
nual income in excess of $500,000. 
For stations in the $250,000-$500,000 


| 


encounter concerted opposition and 
not from the radio field alone. It 
is no secret that broadcasters hope 
to enlist the support of other media 
in fighting the proposal on grounds 
that the enactment of a tax on one 
form of advertising would open the 
door to taxes on other forms of 
promotion. 

Advertisers are also expected to 
oppose the measure since passage 
would almost inevitably mean an 
increase in time rates. Broadcasters 
pointed out when the music contro- 
versy arose that they could not af- 
ford to meet additional costs with- 
out raising rates and it is presumed 
that their reaction will be the same 


sponsible for the creation of a mil- 
lion jobs, 300,000 directly within 
the radio industry. 


NAB Submits Figures 
The NAB statement placed radio’s 


/1940 payroll at $55,000,000 and as- 
'serted that the broadcasting indus- 
| try was responsible for the circula- 


tion through business channels of 
| $1,000,000,000 last year. It was also 
| pointed out that 288 of 700 stations 
have some newspaper connection 
and that 70 per cent of all broad- 
cast programs are non-commercial. 

Although not directly referring to 
the printers’ charge that advertising 
revenue has been diverted from 


“normal” all profits not exceeding 
95 per cent of a corporation’s aver- 
age earnings in the 1936-39 period. 
In its place, Mr. Sullivan proposed 
a complicated formula which would 
result in limiting all profits to 10 
per cent of invested capital. 


Congressional Fight Seen 


Ways and means committee mem- 


bers freely predicted that the resur- 
rection of the Administration’s 1940 
}excess profits plan would result in 
reenactment of last year’s 
over the relative merits of the aver- 


age earnings and invested capital 
methods of tax assessment. Con- 


gress had its way last year, over the 
Treasury’s strenuous protest, 
Capitol Hill’s desire to “play ball” 
with the Administration on defense 
measures, insofar as possible, may 
cause a different result this time. 

Mr. Sullivan urged the commit- 
tee, in case it rejects the Treasury's 
excess profits plan, to abandon the 
existing tax and increase corpora- 
tion income taxes enough to make 
up the loss. The present law does 
not reach some defense profits, he 
claimed. He cited several instances 
of huge corporations with hundreds 
of millions of dollars worth of ex- 
cess profits which will pay no ex- 
cess profits tax this year. In such 
the corporations made large 
enough profits during the 
base period so that they are beyond 
the reach of the present law. 

Mr. Sullivan expressed agreement 
with Price Administrator Leon Hen- 
derson and Federal Reserve Chair- 
man Marriner S. Eccles as 
visability of higher 
automobiles and other 
goods which are produced in com- 
petition with defense items. 


Cases 


the suggested level on 


on heavy items. 


Joins Lee-Stockman 


headed the Burnham 
Agency, New York. 


battle | 


but | 


1936-39 | 


to ad- 
taxes on 
durable 


He 
also indicated that the Treasury will 
be willing to consider rates below 
gasoline, 
tobacco and beer, if the committee 
arranges for the collection of neces- | 
sary revenue through higher levies 


account executive at Evans, Nye & | 
Harmon, New York, and previously 
Advertising 


elected tr re} 
of the ; 
ing com ny 
and has ved 
to New Y 
Mr. F¢ 
who is 
tional] wel] 
known in | <dver- 
| tising and publishing circles, S 
the staff of McGraw-Hill Pub shin 
| Company for six years befor Oin- 
| ing Liberty in New York, w! 


O. A. Feldon 


e he 

|served five years. He was mad 

Western manager of that publiea- 

{tion and moved to Chicag) five 
| years ago. 

Mr. Feldon’s post as Woster; 


manager of Liberty, which pub- 
| lished by Macfadden, will be filled 
| by Dale D. McCutcheon, who has 
| been with the publication 14 
all of them on the Western 
tising staff. 


Cars. 


dver- 


Hotel Campaign Draws 
16.59, More Guests 


When the Hotel New Yorker pro- 
| moted a new service for its patrons 
with a two-month newspaper cam- 
paign, total registrations for 
two months advanced 16.5 per cent 
over 1940, according to Advertising 
Facts Bulletin No. 42, issued by the 
Bureau of Advertising. The drive 
was conducted in 39 newspapers 
throughout 29 cities, during Feb- 
|ruary and March, 1941, and resulted 
in a 30 per cent increase in first- 
time arrivals. 

The hotel’s new service is called 
“Protecto-Ray,” special equipment 
which provides sanitary bath facili- 
ties, sealed in cellophane, daily 
Newspaper advertising appeared 


those 


once a week or oftener in the 29 
cities from which 80 per cent of 
past patrons had come. Insertions 


ranged from 150 to 300 lines 


Davis Named Chairman 
| J. M. K. Davis, assistant treasure 


lof Case, Lockwood & Brainard 
| Company, Hartford, Conn., has beer 
| . 

elected chairman of the executiv' 
committee of the newly-formed 


| Advertising and Printing Trade 
Board, a division of the Hartford 
Chamber of Commerce. 


Rufus Bradford Burnham oo See Ea 
joined Lee-Stockman, Inc., New 
York, as account executive. He | Pound Makes Change 
was formerly vice-president and Carey <A. Pound, advertising 


manager of the Dispatch, Cordel 
Ga., has resigned to become C0- 
owner of a newspaper and printing 
company at Moultrie, Ga 


(Papa 


WSA 


ENLARGED 5 TIMES 


Yessiree ... the Winged Plug’s night time wattage has been 
enlarged 5 times . . . to 5,000 watts Night and Day. From my 
greatly increased area of almost 2 million consumers | "0 
pull more and more sales. All the more reason it’s smart to 


hitch me to your selling team for more sales. 
NBC RED AND BLUE—5.000 WATTS NIGHT AND DAY 


CINCINNATI'S | 
OWN STATION 


REPRESENTED BY INTERNATIONAL RADIO SALES 
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A dob for Advertising Agencies 


In his report as chairman of the 
advertising committee of the South- 
ern Newspaper Publishers’ Associa- 
tion, made at its annual convention 
last week, Harry Bradley, advertis- 
ing director of the Birmingham 
News and Age-Herald, quoted some 
analyses of figures on national 
advertising volume in his own 
papers in 1929 and 1940, as well as 
a similar study reported by Robert 
K. Drew, advertising director of the 
Milwaukee Journal. 

The comparisons were initiated 
as one means of determining the 
factors responsible for of 
general advertising in newspapers 
during the past ten years. Without 
overstressing their significance 
an explanation of the downward 
trend during that period, it is worth 
reporting that over half of the total 
volume lost was accounted for by 
companies that gone out of 
business, companies which have 
reduced their advertising because 
of reduced competition, or accounts 
which had become inactive because 
they were no longer represented in 
the market. 

Since nearly half of the loss was 
accounted for by companies which 
had actually discontinued business, 
in such lines automotive and 
radio, and since a large part of the 
remainder was represented 
reductions in fields where legisla- 
tive and governmental restrictions 


losses 


as 


have 


as 


by 


affected volume, such as finan- 
and medical, it seemed evident 
the advertising field as a whole 
basic problem of 
accounts with new _ business. 
That this problem has not been 
"successfully solved is evident. 

New advertisers are undoubtedly 
the field, but their activities 


had 
cial 
that 
has a 
lost 


replacing 


i 


| hardly offset the losses due to com- | 
discon- | 


;}panies which have either 


tinued business have reduced 
advertising because of competitive 
governmental conditions. The 
selling of new advertisers is there- 
fore a continuing and 
problem. 

While media are interested in the 
initiation of new advertising, this 
creative work is largely the respon- 
sibility of agencies, which are pecu- 
liarly fitted to study the marketing 
requirements of manufacturers and 
distributors and_ to them 
regarding the successful use of ad- 
vertising. Thus in addition to 
soliciting accounts that pres- 
| ently active, and even limiting their 
lservice to those which are already 
| spending substantial amounts, the 
/agency field, it seems to us, should 
| properly assume the task of edu- 


or 
or 


pressing 


advise 


are 


cating new advertisers and con- 
stantly adding to the number of 
companies which are regularly 


employing this service as a standard 
and integral part of their market- 
ing programs. 


A 


Copy Is Still the Thing 


The Tell All campaign which has 
been promoted by the Associated 
Business Papers, Inc., and which 
has attracted widespread comment 
and interest among advertisers and 
agencies, has been tried out by a 
sufficient number of advertisers to 
demonstrate that it works. In 
other words, telling buyers what 
the product is and what it will do, 
in a detailed way suggested 
study of the user’s interests 
problems, has been found to create 
a type of dynamic and resultful 
advertising which has stepped up 


by a 


results in a striking and satisfac- 
tory way. 

Naturally these accounts are in 
the business field, where the ele- 


ment of reason-why is considerably 
more of a factor than it in the 
general consumer field, where the 
emotional appeal is used because it 


Is 


and | 


has been found to be successful. 
| Nevertheless, in view of the com- 
ments of many individual consum- 
and consumer groups, who 
complain that most general adver- 
tising lacks the factual and infor- 
mative qualities it should have to 
be most satisfactory as a source of 
buying information, Tell All 
have application even here 
|}much wider scale. 

Emotions are appealed to through 
a dramatization of user benefits, but 
translating such an appeal into 
buying action usually requires proof 


ers 


may 
on a 


of the advertiser’s claims. Even if 
general advertisers can’t “tell all” 
in the same sense as_ business 
advertisers are urged to do, they 
can make their copy more effective 
in sales results if the story is 


extended from promise to perform- 
ance. 


RESTORING CONFIDENCE 


"| want to show the public that my product is not fattening.” 


Ad-libbing 


Jottings 
We're sick as hell of the family 


of idiots that lives in the Castoria 


ads. We're sick as hell of woe-be- 
gone Mother shielding scared-as- 


from mad-as-a- 
We wish they'd cut 
Nothing even remotely re- 


the-devil Jimmy 
hornet Daddy. 
it out. 


|sembling the Castoria scenes appear 


in our household, but maybe that 
just Janet and Henry 
have self-starting bowels. . . 

A scout suggests that there's a 
lesson in the advertising com- 
mented on in ADVERTISING AGE some 
weeks ago, in which the movie 
“Penny Serenade” was advertised 
exclusively by means of congratu- 
latory messages to the stars of the 
picture from other movie lights, not 
in the picture. “Wouldn't it be 
wonderful,’ wonders our scout, “if 
other workers, manufacturers and 
others in allied vocations or produc- 
ing the same product did likewise” 
This might be the forerunner of a 
new ‘love thy neighbor’ type of 
copy. The possibilities are limit- 
less. For example: “From Procter 
& Gamble to Lever Bros.: Swan 
is a fine soap. You did a great job 
in producing it. This is a soap 
everyone must use. (Signed) Proc- 
ter & Gamble.” 

An unidentified scout 
Houston Chronicle sends 
classified ad of the week from that 
paper: “To rent, four rooms, bath, 
six widows in bedrooms, 5 closets. 
Enclosed — stairway. $35.” One 
closet, no doubt, for each of the five 
widows temporarily not in serv- 
ice... 

The newest political wrinkle in 
St. Louis, which is currently very 
political-minded, is a “non-partisan 
monthly report” on the city admin- 
istration which has just been 
launched over KMOX. The mayor 
and his cabinet present the report, 


is because 


on the 
us the 


along with other city officials, 
judges, etc Sounds like a good 
idea. . . 

Pangborn Corporation sends out 
a folder with a shining new penny 
stuck on it which really does a 
selling job “Don't laugh at that 


penny,” the copy begins. “To read 
this folder thoroughly will take you 
five minutes. During that time this 


penny represents 30 per cent in- 
terest on $3,500." Thus providing 
a perfect lead-in for the informa- 


tion that Pangborn Rotoblasting can 
save a higher percentage. . 
The Guy's a Wow 

The sheriff down at Milledgeville, 


Ga., is mighty anxious to get hold 
of a gent named John Wilber Mc- 


Donald, described as a “newspaper- | 


man, advertising salesman and pro- 
moter.” As a matter of fact, he’s so 
anxious to get hold of him that he 
used a full-page advertisement in a 
recent issue of the Milledgeville 
News to offer a $100 reward for in- 
formation, and we thought you 
might be interested in the descrip- 
tion of the said McDonald given in 
this advertising. 

It seems that he 
has blue eyes and weighs “about 
150 pounds or less.”” He also has a 
big mouth and thick lips and is a 
convincing talker. That should 
help you spot him instantly, but if 
it doesn't, it will be of immense 
help to you to know that he “stays 
up late at nights and hangs around 
juke joints and Bad 
after women.” 

And when 


is not yet 21, 


beer places. 
Sheriff Harrison 
Milledgeville says this boy 
Donald “bad after women,” he 
ain’t fooling. We haven't space to 
give you a complete catalog of the 
evidence of this attribute, but here’s 
a sample, still from the ad: 

When he left 


of 
Mc- 


Is 


“he 


—_ 


Information 
for 
Advertisers 


The following documents ma» be 
secured without charge from om. 
panies sponsoring them, or th ugh 
ADVERTISING AGE, by any nat ona] 
advertiser or advertising ney 
executive writing on his bu 
letterhead. 

No. 1811. For Peak Sales Py 
Month. 

Although July and Augus’ are 

take-it-easy months for som V pes 


of families, they are full of ac ivity 


for suburbanites, The Am ricay 
Home says in this booklet. Rea. 
sons are given for the summe 
activity of the suburban house jolq’s 
purchasing agent, and for the ap. 
peal of the magazine as a ving 
guide. 

No. 1812. More Than Meets the 

Eye. 

Interchemical Corporatio; has 
issued this brochure,” whic! de- 
scribes recent advances in the field 
of decorative and protective coat- 
ings. Among the chemical coatings 
discussed are printing and _litho- 
graphic inks, metal decorating ma- 
terials, industrial finishes, textile 
colors and coated fabrics. Colo; 
pictures show a few of the man) 
articles, such as periodicals, con- 
tainers and wrappers, dress goods 
and electric appliances, to whic! 
chemical coatings add_ utility o 
beauty. 

No. 1813. Everything Is Up iy 
Oklahoma. 

This folder, issued by The Okla- 
|homan and Times, Oklahoma City, 
|reproduces the highlights of a re- 
port on general business, retail! 
| Sales, farm income and other mar- 
| ket data in the “Monthly Review 


|of Agricultural and Business Condi- 

tions, Tenth Federal Reserve Dis- 
trict.” Tabulations for the 
states covered by the district show 
Oklahoma well up in the line 


several 


No. 1814. Mailing Lists for Lati 
America. 

Latin America List & Informatior 
Service has issued this booklet 
which contains an alphabetical in- 
dex of Latin American lists, counts 


of selected lists, by countries, and 


information concerning Lat 
American trade. 
No. 1815. Post-Mark Count 

The Journal, Portland, Ore 
offers this folder containing 
breakdown of all letters received 
by its Household Arts Service de- 
partment in a four-week perio 
during which no special bid was 
made for mail. The county-cil 
tabulation indicates the Journal 
penetration of the market. 
No. 1816. Mr. President Me 


Your Advertising Manager 
The Associated Business 
Inc., has issued this booklet whi 
in the nature of a consultat 
about the advertising ma! 


P ipers 


IS 


gel 


town was ac-| what kind of a man he is, ' 
companied by Nellie R. Kitchens,|is really worth and how to get 
attractive red-headed beauty op- | most out of him. 
erator It is understood that he| ._ = - 
has at least one wife in Virginia | N°- 1786. How They Turned 
and possibly two or more wives and Ghost Into a Gusher 
various lady friends It is under-| This new booklet, issued by TM 
stood that he may have a wife in |Saturday Evening Post, tells ™ 
Hampton, a lady friend whom he is | Success story of the Pennsylvan 
very fond of in Phoebus, possibly a | crude oil industry: how p jucers 
wife in Oswego, N. Y., and another | refiners and marketers were broug™ 
close lady friend in Oswego, and | together, how their marketing Pr 


also a lady friend, possibly in New- 
port News named Gertrude who has 
financed him on some of his busi- 
ness ventures and who probably 
runs a cafe or eating place.” 

Not only that, but this beardless 
youth not only 
vertising 
when 
of all 


he is 


ad- 
promoter 
shades 
thinks 
write 
front 


successful 
solicitor and 
will work,” but 
the Caesars—“he also 
an Editor and likes to 
and promote himself on the 
page, and tries to write a column 
entitled ‘The Babbling Bystander,’ 
which is aptly descriptive.” 
Now there’s a MAN! 


is “a 


he 


gram was developed, and i's WU 


mate success. The import nce 
advertising is shown, and suc 
cess of Post advertising in ; artcy 
lar is indicated by a page o! Jette! 
from some of the industry's ‘cade 
No. 1771. Facts. 

“Chicago in Your Vest Pocket 
the sub-title of this sm boo 
issued by the Chicago ‘ierae 

‘wit 


American. It contains a lot of v'* 


statistics, reviews the high!) <h's ‘ 
1940, and points out the p* ww 
ties for 1941 offered by the marke! 


and by the Herald-Americe 
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APRON AND COFFEE 


OSCUL COFFEE OFFERS 


IG BARGAIN 
GAY APRON 


ORFUL PEPPERELL FABRIC 


S>> 


; - 
LSULar GRIN® 


try BOSCUL— the richer, deeper coffee! 


—= 


mere 


Today... Buy BOSCUL... the coffee 
that TASTES as GOOD as it smelis! 


Boscul coffee and a colorful apron are 
being merchandised together in a new 
newspaper campaign. 


Aprons Offered 
in Expanded 
Boscul Campaign 


New York, May 20.—Expanding 
its current newspaper campaign for 
Boscul coffee, William S. Scull 
Company has 
apron premium offer. 

The opening 800-line 


big bargain—this gay apron.” 
scribed as made of 
fabric,’ the apron will 
through July 31 for 25 cents and a 
metal strip from the Boscul can. 
Two more insertions devoted to 
the offer will supplement current 


“Pepperell 


| copy in newspapers in 50 cities in | 
New 
Jersey, Maryland, Delaware, Ohio, | 


‘ New York, Pennsylvania, 
Boscul 
these 
“It tastes as 


West Virginia and Indiana. 
distribution is limited to 
states. The theme, 
good as it smells,” 
in weekly and twice-weekly inser- 
tions. Compton Advertising has the 
account. 


Four CBS Stations 


To Increase Power 

Four CBS affiliates have been 
granted permission by the Federal 
Communications Commission to in- 
crease their power. Stations KTRH, 
Houston, and WLAC, Nashville, are 
both building 50,000 watt trans- 
mitters, swelling the number of 
CBS maximum-power stations to 20. 

Stations WNOX, Knoxville, and 
WCAO, Baltimore, are stepping up 
their power to 10,000 watts and 
5,000 watts, respectively. 


LNA Moves 


Lithographers National Associa- 
ton, New York, has moved from 
“95 Madison avenue to 420 Lexing- 
ton avenue. 


».emore than just 
a radio station -- 


a Baltimore 
Institution! 


MNOWAL © | PRESENTATIVES 
COWARD PETRY & CO. 


SOING MUTUAL--OCTOBER 1 


announced a new | 
insertion | 
was headlined, “Boscul coffee offers | 
De- | 


be given | 


is being featured | 


REGISTER 


GITY 


The Remarkable Market That the 


New Haven Register Built! 


| “REGISTER CITY” is one of America’s most remarkable result-pro- 
| ducing newspaper markets—in which The New Haven Register 


| 


s. Cini HAVEN REGISTER 


Composite night view of REGISTER CITY from the 
Photo by Fairchild Aerial Photo, New York City. 
REGISTER CITY is 55 miles in length and 36 miles wide. 


sky. 


Newspaper in Connecticut. 


covers the urban market of Greater New Haven 98.4% and 82% of 
the entire market. This remarkable coverage of the New Haven 
Register in “REGISTER CITY” is due to its splendid sectional sub- 
| urban editions that afford 32 townships a complete daily news service. 


FLASH FACTS 
about “Register 
City’’— the Greater 
Connecticut Market. 


* REGISTER CITY has a popu- 
lation of 346,645. Kighty-three cents 
of every REGISTER CLTPY dollar 
is spent by New Haven Register 
readers. 


* REGISTER CITY'S 
includes 32 townships and three coun- 
ties. 


coverage 


* REGISTER CITY has 888 in- 
dustrial plants including the largest 
brass manufacturing section — in 


America. 

* REGISTER CITY has no sum- 
mer slump. Its 55 miles of sea coast 
increases the population 22,000 dur- 
ing the vacation months. 

* REGISTER CITY has the sec- 
ond largest railroad freight terminal 
in all America at New Haven. 

* REGISTER CITY has the larg- 


est wholesale center in Connecticut. 


More Families in More Towns Read The 
New Haven Register Than Any Other Daily 


May We Send You an Interesting Brochure in 


Color Describing REGISTER CITY? 


NEW HAVEN, CONN. 


National Representatives: 


THE JULIUS MATHEWS SPECIAL AGENCY, 


The New Fiaven Register 


New York, Boston, Chicago, Detroit. 
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Drag-Out Fight on 
Newspaper-Owned — 
Radio Is Forecast 


Southern Publishers 
Hear Ethridge; Elect 
Manship President 


Edgewater Park, Miss., May 21.— 
Mark Ethridge, Louisville Courier- 
Journal and Times, a leader in the 
Newspaper-Radio Committee which 
is preparing to present a defense of 
newspaper-owned radio stations at 
a hearing of the Federal Communi- 
cations Commission in Washington 
June 15, told the Southern News- 
paper Publishers Association today 
to prepare for a knock-down and 
drag-out fight with no holds 
barred. 

He said that a free and fair hear- 
ing had been assured by the high- 
est authority, which was taken to 
mean that President Roosevelt has 
guaranteed the newspaper group in 
radio a square deal from the Com- 
mission. However, he conceded that 
the situation looks’ discouraging 
from the newspaper standpoint. 

He quoted a_ telegram from 
Harold Hough, chairman of the 
Newspaper-Radio Committee, indi- 
cating that the chief attack will be 
directed at conditions in cities 
where there are but one newspaper 
and one radio station, both under 
the same ownership. There are 126 
communities in this classification. 


Depth of Inquiry 


Mr. Ethridge emphasized the 
depth of the inquiry, which ques- 
tions the’ policy of newspaper 
ownership of radio on the ground 
that newspapers necessarily have 
editorial opinions which are trans- 
lated into broadcasting policies if 
only through depriving opposition 
groups of ample opportunity to ex- 
press their viewpoints. Thus it is 
contended that there is likely to be 
a clogging of the channels of in- 
formation, depriving the public of 
some of the service to which it is 
entitled. 

He also suggested the political 
implications of the inquiry, due to 
the assumption in Washington that 
86 per cent of the newspapers of the 
country opposed the Administration 
in the 1940 election. 

A network angle was given the 
discussion by Mr. Ethridge’s spirited 
defense of the selection of legal 
counsel for the committee, which he 


said has been attacked on _ the 
ground that attorneys chosen have 
network affiliations. He said the 
chief criticism has come from the 


Chicago Tribune, whose participa- 
tion in network ownership through 
WGN and the Mutual Broadcasting 
System he regarded as an additional 
complication in the defense of 
newspaper ownership of radio 
facilities. 

A symposium on the newspaper 
of the future participated in by a 


number of leading publishers em- 
phasized the feeling that subscrip- 
tion revenues will become increas- 
ingly important and_ that less 
advertising be carried at a higher 
rate. 

“The challenge to newspapers,” 
said Clark Howell, publisher of the 
Atlanta Constitution, “is to make 
the product so good the reader will 
pay the freight, regardless of adver- 
tising considerations.” 

Ralph Nicholson, 
was among those who predicted in- 
creasing attention to the public re- 
lations problems of newspapers, 
which he said need to study how to 
win friends and influence people. 

Resolutions pledging cooperation 
in the national defense program 


Tampa Times, 


were adopted. Representatives of 
both Army and Navy described the 
public relations set-up and the co- 
operation promised the press and 
radio. Capt. Noel Macy, Westches- 
ter publisher now with the Army, 
spoke for this branch of the service. 


Manship New President 


C. F. Manship, Baton Rouge State 
Times and Advocate, was elected 
president, succeeding A. W. Huckle, 
Herald, Rock Hill, S. C., who was 
made chairman of the board. James 
E. Chappell, Birmingham News and 
Age-Herald, was elected treasurer. 
Walter C. Johnson was renamed 
secretary-manager. 

New directors are W. S. Morris, 
Augusta Chronicle; F. B. Wachs, 


Lexington Herald-Leader; J. F. 
Tims, Jr., New Orleans Times-Pica- 
yune; P. T. Hines, News-Record, 
Greensboro, N. C.; E. B. Stahlman, 
Jr., Nashville Banner; C. B. Short, 
Roanoke Times and World-News, 
and H. C. Ogden, Wheeling Intelli- 
gencer and News-Register. 


ASCAP Salutes 


Return to Mutual 

An hour-long program was pre- 
sented by the American Society of 
Composers, Authors and Publishers 
over the Mutual network May 18 to 
celebrate the return of ASCAP 
music to the web. The broadcast 
originated from New York, Chicago 
and Hollywood. 

Broadcasting of ASCAP music 
over Mutual stations began May 13. 


Pepsodent Head's 
Yacht to U.S. Navy 


Kenkora II, the yacht own 


Kenneth G. Smith, president 


Pepsodent Company, has bee; 


at a small fraction of its o; 
cost to the United States Na 
has a cruising range of 6,000 

The yacht has been a fa 
sight on the Chicago lake fr: 
10 years. It will be delive 
the Boston Naval Yard. 


Boost WHBL Power 


Station WHBL, Sheboygan 
has been granted permission 
Federal Communications C 
sion to operate on 1,000 wat 
and night. New towers y 
installed to accommodate the 
increase. 


What makes a “BOX-OFFICE 
CESS"? 
Is it luck? Is it genius? 


Is it plain 
horse sense and a gift for knowing what 


LL the women’s magazines in this 
country that are edited in the in- 
terest of homemakers aim at the same 


audience. And they are all offered at the 
same popular price—10c— 


SUC- 


Except one, 


Good Housekeeping has not « 
CEEDED as a 25-cent women s ma 


ly 


two things—unbeatable editorial 4" 
ity—overwhelming reader contidenc 


S| 


zine—today it actually LEADS all 


WHALEY 


That's defense estimated 
on contracts placed up to April 
Reach this and the 


Buffalo purchasing power 


payrolls 
only! plus 
regular 
thru 
252 weekly 


laxiposter advertising —s49, 
circulation—-at a low, 
Write Wm. E. 


Louisville, Ky. 


economical cast! 


Whaley Co 


the public wants? 

One of the biggest box-office successes 
New York has ever known is Radio City 
Music Hall, with its average attendance 
of 16,000 PEOPLE A DAY for every day 
in the year. 

Fifty million Americans have bought 
admission tothe Music Hall since it first 
opened its doors. AT A PREMIUM 
PRICE. 


Good Housekeeping sells at 2!. 
TIMES AS MUCH as its leading com- 
petitors. 


How did a publisher ever dare to offer 
Good Housekeeping in competition with 
these other women’s magazines AT THE 
PREMIUM PRICE OF 25 CENTS? 


To succeed at all, at such a price, 
against such competition, it had to have 


en’s magazines as a “box-office succe 
And like any other box-ofice > 
cess—it is a money-maker. 
: , h 
No other women’s magazine 00! 


newsstands gets the volume «f Be" 


stand money Good Housekeeping 
To be able to establish such | Te" 

as this means an amazing, (0d ‘° 

EQUALED standing with the po lic 
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White Heads Buckley; 
Adds Florex Gardens 


Charles A. White, Jr., is heading 
the Earle A. Buckley Organization, 
Puiladelphia, while Mr. Buckley is 
ting as consulting expert to the 

S. Treasury Department in the 
e of U. S. defense savings bonds. 
The agency has been appointed to 
h ndle the account of Florex Gar- 
1s, wholesale florist, North Wales, 
Pp ., using direct mail. 


nm co 


cot 
2 


To American Network 

W. Strickland has joined the 
saies department of the American 
Network, New York. He was for- 


merly in the sales department of 
Poster Sales & Advertising, New 
York. 


Booklet Urges Use 
of Multi-Breaker 
to Replace Fuses 


Milwaukee, May 20.—A_ booklet 
which sounds a happy kind of fare- 
well—“Goodbye to Fuses’ — has 
been published by Cutler-Hammer, 
Inc., electrical manufacturer, to tell 
the consumer all about its recent 
development, multi-breakers. 

By means of brief, non-technical 
stories, with titles such as “The 
Frayed Lamp Cord” and “The Case 
of the Additional Waffle Iron,” the 
booklet explains to the average per- 
son what goes on in the network of 
electrical wiring that lines the walls 


of his home. With installation of a 
multi-breaker in the kitchen, hall 
or any other easily accessible place, 
it is pointed out, the householder 
banishes the nuisance of blown 
fuses and inconvenient trips to the 
store when no fuses are available 
in the home. The device permits 
the lights to be put back in opera- 
tion by the mere flick of a switch. 


Redesigns Book Cover 

The Florida Citrus Commission, 
recently enjoined from distributing 
500,000 copies of a recipe book be- 
cause the cover design too closely 
resembled a trademark used by 
Bruce’s Juices, Tampa, has decided 
to spend $3,300 in redesigning and 
reprinting the booklet cover. 


Newspapers in 19 Cities 
for Schenley’s Bacardi 


Schenley Import Corporation, | 
New York, has launched a 16-week | 
summer campaign for Bacardi rum, 
using newspapers in 19 principal 
markets including six papers in 
New York. 

Copy features recipes for 
summer drinks, and 
remind consumers that “Bacardi 
cocktails must be made with Ba- 
eardi.”” Lawrence Gumbinner, New 
York, is the agency. 


“long” 
continues to 


WPAT Goes on Air 


WPAT, radio station at Paterson, 
N. J., incorporated as the North 


Jersey Broadcasting Company, went 
on the air for the first time May 10. 


VR RATING FOR 1940 PROVES GOOD HOUSEKEEPING 


GOOD HOUSEKEEPING 
l, ’ . 
$1,918,911.00 mnetana’s 
$1,675,305.60 
I 
a > . 


* . 
VR stands for Voluntary Revenve 
through individual purchase at newsstands. 


LEADING BOX-OFFICE SUCCESS OF ALL WOMEN’S MAGAZINES 


women 
Housekeeping. 


7.675.644 quarters were 
voluntarily paid in to the newsstands by 


year 1910. 


whe wanted a 


copy of Good 
They could get any two 


LADIES’ HOME JOURNAL other women’s magazines for the same 
money and have a nickel left over. But 
$1,397,518.80 they picked Good Housekeeping — at a 
WOMAN'S HOME COMPANION premium price. 
$943,956.00 Evidence of the extraordinary prestige 
T oe AMERICAN HOME = gertep HOMES of (ood Housekeeping in the women’s 
th $673,460.40 AND GARDENS magazine field. 
t t $476,536.80 
co tia 
° ° ° e)’ y ' 


THE MAGAZINE 
AMERICA LIVES BY 


Not Too Busy fo 
Advertise, Says 
Bausch & Lomb 


ning the “We have plenty of busi- 


ness—so why advertise for more?” 
attitude, Bausch & Lomb Optical 
Company this week enunciated a 


policy of expanded advertising 
during a period when its business 
has reached unprecedented heights. 

Like many other manufacturers 
today, Bausch & Lomb has a back- 
log of government orders on its 
books, in addition to many unfilled 
commercial orders. The company 
is well aware, however, that inevi- 
tably there will come a time when 
the pressure of defense production 
will end, and products relegated to 
secondary position will again be of 
primary concern. The present cam- 
is an effort to 


paign prepare now 
for that day. 
Advertisements in the campaign 


are of an institutional type and not 
designed to push specific products 
for immediate purchase. Nor is the 
defense angle over-emphasized, in 
spite of the large number of such 
orders being handled. 

Explaining the reason for 
institutional tenor of the copy, the 
company states that “immediate 
sales are not as important to our 
customers, employes, and others as 
is the assurance that after the pres- 
ent emergency has ceased there will 
be a continued demand for Bausch 
& Lomb products.” It is pointed 
out that the advertisements say, in 
effect, “See how many products 
Bausch & Lomb makes; see how 
rigidly Bausch & Lomb quality ad- 
heres to the highest precision 
standards known.” 


the 


Use 37 Papers 


The series 


of 37 


is scheduled in a list 
business papers covering the 


fields normally served by the com- 
pany. Total readership of these 
|; papers is estimated at over 1,000,- 


}000, and additional publications are 
under 
| American magazines, as well as the 


consideration. Two Latin 
Spanish edition of Reader's Digest, 
are also scheduled. 

The aim of the campaign, accord- 
ing to the company, is to create “a 


stable trade demand for Baush & 
Lomb products for science, indus- 
try and education, and maximum 


employment of all Bausch & Lomb 
workers.” 


Joins Bankers Life 


Robert A. 
with the Iowa Daily Press 
tion, has joined the 
department of the 
Company, Des Moines 


Jarnagin, formerly 
Associa- 
advertising 
Bankers Life 


Joins Sudler & Haines 

William C. Kirby, formerly trade 
service manager of E. R. Squibb & 
Sons, New York, has joined the 
sales staff of Sudler & Haines, New 
York, advertising art. 


YOU NEED IT/ 


CLEVELAND... 
: pn. | AKRON ® : 
myo} AGSHLAND*, * 

, © 


CAN TON 


rm” CLEVELAND, i * 


Represented by 
Paul H. Raymer Co. 
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May 26, 194; 


[Editor’s Note: The _ following 
questions have been submitted to 
Mr. Hibschman by readers of Ap- 
VERTISING AGE or by members of 
audiences of advertisers, advertising 
men and businessmen in general 
which he has addressed recently on 
the Pacific Coast. This is the fifth 
in a series of such answers. Addi- 
tional questions of general interest 
are welcome, and will be dealt with 
in subsequent discussions. | 


Question 25. Does the law re- 
garding the right of privacy apply 
to a partnership or a corporation, 
so that their names may not be 
used for advertising purposes with- 
out permission? 

Answer 25. It does not, accord- 
ing to several court decisions. 

Question 26. Is defamation 
radio slander or libel? 

Answer 26. It has been held to 
be libel in several important cases. 
But the supreme court of Pennsyl- 
vania took the position a year or so 
ago that the old distinction was not 
precisely applicable to radio broad- 
casts and that defamation by radio 


by 


Our Own Legal Quiz -— V 


Answers to Readers’ Legal Questions 
By HARRY HIBSCHMAN 


was in a class of its own. Several 
states have passed statutes covering 
the subject, at least so far as crimi- 
nal prosecutions are concerned. In 
Oregon and Washington defamation 
by radio is classified as libel, but 
in California, Illinois and North 
Dakota it is declared to be slander. 

Question 27. Does the person to 
whom a letter is written have the 
right to publish it or to give it out 
for publication? 

Answer 27. Only the writer of a 
letter can give permission for its 
publication—the recipient of it has 
no right to do so. Hence, though 
a person may have a bundle of sen- 
sational letters from some promi- 


to be published. The main excep- 
tion is that letters to an editor are 
generally considered as_ intended 
for publication unless there 


and consent is inferred. 

Question 28. Are suit clubs legal, 
that is, so-called clubs whose mem- 
bers contribute a certain sum a 


is a} 
specific statement to the contrary, | 


week to a tailor or clothing estab- 
lishment and the member whose 
name is drawn each week receives 
a suit? 

Answer 28. Such clubs are lot- 
teries and illegal. The scheme has 
been held a lottery even where 
every member eventually received 
a suit if he kept up his payments 
and the only difference was that 
some received their suits before 
others, the order being determined 
by lot. 

Question 29. Is the provision of 
the Federal Communications Act 
that prohibits the use of profanity 
over the radio constitutional? 

Answer 29. The _ provision in 
question was assumed to be valid 
in a case in which a politician had 
used such terms and expressions as 
“damn,” “by God,” and “God 
damned”; and statutes prohibiting 
the use of profanity under other 


| conditions have generally been sus- 
| tained. 

nent writer or statesman, he cannot 
legally publish them or permit them | 


Question 30. Is there any danger 
that an advertiser may be prose- 


cuted under the obscenity laws if 


he uses the picture of a girl in the 
nude in his ads? 
Answer 30. About forty years 


ago a suit was actually brought and | 
tried to enjoin the display of the | 
|old Bull Durham tobacco sign on 


the side of a store on the ground 
that the picture of the bull was so 


Average Net Paid Cir- 
culation, March, 1941, 


A.B.C. Publisher's 
Statement, 36,888 Cop- 
ies Daily. 


THE 
RECORD 
newsparers | THE 


THE TROY RECORD CO 


are aglow 


The fitful flare of blast furnace and coke oven shim- 
mering in the Hudson's waters; lights gleaming in 
thousands of windows behind guarded, floodlit walls of 


the great Watervliet Arsenal (where the big Army and 


Navy guns are made) 


clock activity in Troy, and beacons of sales to be made 
in New York State's lowest cost major market, 

Sales activity here mounts as new millions of defense 
orders constantly flow to steel, precision instrument, 
textile and other industrial plants. 

The Record Newspapers, Troy’s sole dailies, cover 


virtually all the more than 115,000 consumers in the 


A. B. C, City Zone. 
area, they can be 


12c per line. 


THE 


J. A. VIGER, 


SALES BEACONS 


they're evidence of round-the- 


With thousands more in the trade 


reached at a single rate of only 
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COAL! 
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For YOU? 
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AU whee will Reed coal che | 

| 
ow | 
enters thet heme amd det eres commes be | 


made cerns Nopeee 
The moter crecnure, Ragher lphur cont are ft enti mot Aappem of yew get vou! one! mane! 


Appachian alec 
a 


Pr 


TO BE SURE YOU HAVE ENOLCH COAL ++ STORE YOURS AT ONCE! 


This five-column copy in Minneapolis 
newspapers, placed by Appalachian 
Coals, Inc., makes no bones about its | 
appeal. It says that “the supply of coal 


fense production reaches its peak, “and 


_ the situation will indeed be serious for 


those who have not anticipated their 
needs.” 


realistic as to be obscene. That 
case was lost. But it furnishes a 
key to the attitude of certain people 
at the time in question. Later there 
was the fuss over the picture “Sep- 
tember Morn,” and actors and act- 
resses were prosecuted and fined 
for appearing in plays now thought 


utterly harmless. In short, ob- 
scenity is a matter of time and 
place. But there is no absolute 


yardstick by which one can deter- 
mine what is or is not obscene. 
Should an advertiser use a picture 
found obscene by a court or a court 
and jury, he might, of course, be 
punished. But nowadays a picture 
is not obscene merely because the | 
subject is a nude woman, if she is 
“chastely’” posed or some of her 
fine points are toned down. There 
is one state, however, which we 
will not even mention, in which the 
publication of any nude picture is 
declared to be a criminal offense. 
The statute so declaring has never 
been enforced, and its constitution- 
ality is doubtful. 

It should be noted, in this con- 
nection, that it is just about as 
serious an offense to publish an 
advertisement of an obscene prod- | 
uct as it is to publish an obscene 
ad. Recently, for instance, ads have 
appeared in various magazines 
offering for sale phonograph rec- 
ords described as “sophisticated”, 
“spicy”, “Rabelaisian”’, and “‘not for 
goody-goods.” Should the records 
prove to be just a little stronger 
than the words used literally indi- 
cate, so that the Post Office Depart- 
ment or some prosecutor thought 
them legally obscene, both the ad- 
vertiser and the publisher might 
find themselves in serious trouble. 
It is not safe to advertise anything 
that may be declared legally ob- 
scene, whether it is a picture, book, 
play, post card, or what not. The 
difficulty, of course, is to know what 
is or is not of that character. 

Question 31. Is a statute forbid- 
ding the publication of a newspaper 
with liquor ads in it constitutional? 

Answer 31. Such statutes have 
been held valid in a number of 
cases. However, they cannot pre- 
vent the circulation within a state 
of newspapers published beyond 
the state lines, though they do con- 
tain such ads. 

Question 32. Suppose that the 
manufacturer of a certain product, 
say a drink or a drug, goes into 
court and seeks to enjoin another 
from marketing a similar product 


under a similar name on the ground 
that the latter is guilty of unfair 
competition, can the latter raise the 
defense that the plaintiff’s product 


is harmful to health, adulterated , 
mislabeled? 

Answer 32. The plaintiff in sy 
a case must come into court wi: 
clean hands, as the law puts 
Hence, if he is guilty of fraud . 
the public or of violating so; 
statute relating to his product, 
will not be heard to compla 
However, the fact that his prod 
once contained ingredients alleg 
to be harmful will not prevent | 
from obtaining relief if they are 
longer used by him at the time 
institutes his suit. The Supre 
Court of the United States app) 
this rule to the Coca-Cola C; 
pany some years ago. 

Question 33. ADVERTISING A ¢ 
published on its “Photographic ! 
view of the Week” page a pict 
of a “Beauty on the Beach” dra -» 
by the artist Varga, stating tha: + 
would be used, beginning a week > 
so later, on 24-sheets in full co or 
in Florida and elsewhere. As § e 
picture was published without gq 
copyright notice, could the adv r- 
tiser copyright it thereafter, or if he 
had already copyrighted it, wo ld 
the copyright remain in force? 

Answer 33. Publication of a })\c- 


_ture without a notice of copyri:ht 
| makes 
domain, whether the publication js 
| made before or after an attempt is 


it a part of the public 


made to register it in the copyrivht 


| Office. 


Congressional Record 
Reprints Deupree Talk 


The May 5 issue of the Con- 
gressional Record reprints in full 
the address made by Richard R. 


Deupree, president of Procter & 
Gamble Company, Cincinnati, at 
the recent American Newspaper 


Publishers Association convention 
in New York. 
Mr. Deupree’s talk was printed in 


| the appendix of the Record on mo- 


tion by Rep. Roy O. Woodruff, 
Michigan Republican. Rep. Wood- 
ruff referred to Mr. Deupree’s 
present post with the Office of 


Production Management, and asked 
that the speech be printed “because 
of the speaker’s preeminence in the 
field of business and advertising 
and the contribution his address 
makes to a subject of such wide- 
spread interest throughout the 
country today.” 


Jeffery to Pepsodent 


Tad Jeffery, formerly with Do- 
mestic Engineering Publications and 
before that with Montgomery Ward 
& Co. and J. Walter Thompson 
Company, Chicago, has been 
pointed assistant advertising man- 
ager of Pepsodent Company, Chi- 
cago. 


ap- 


Bogert Named Director 

John L. Bogert, vice-president 
and research director, Benton & 
Bowles, New York, has been elected 
a member of the agency’s board of 
directors. 


Turnbull to Beacon 


Eric Turnbull, formerly sales 
manager of Five-Boro Advertising 
Corporation, New York, has re- 
joined Beacon Studios, New York, 
as sales manager. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Newspaper Men 
of South Continue 
Frequency Studies 


Greater 
ization Urged at SNPA 
Meeting 


Edgewater Park, Miss., May 20.— 
A plea to newspaper publishers to 
put their houses in order, correct- 
ine errors in methods and practices 
as a preliminary to successful sell- 
ing of national advertising, was 
made to the Southern Newspaper 
Publishers’ Association by Harry 
Bradley, advertising director of the 
Birmingham News and Age-Herald, 


in reporting as chairman of the. 


advertising committee of the asso- 
ciation. 

The advertising clinic presided 
over by Mr. Bradley at yesterday’s 
session developed a strong advocacy 


of volume and frequency discounts | 


and the comment that such a plan 
will not be successful until it is in 


such general use as to enable ad- | 


vertisers to make use of it without 


the necessity of preparing special | 


programs for small groups. 
Standardization Urged 


Among the recommendations of 
the advertising committee presented 
by Mr. Bradley were standardiza- 
tion of minimum sizes and rates for 
run of paper color; standardization 
of minimum requirements as_ to 
depth, with the suggestion that one 
inch of depth to each column of 
width is the most acceptable stan- 


dard; the standardization of rate | 


cards and the reduction of the local- 
national rate differential; the stan- 
dardization of merchandising coop- 
eration to limit the extent and 
character of 
eliminate expensive stunts; giving 
a fair trial to volume and frequency 
discounts on a wider basis of avail- 
ability; and making better use of 
the tools supplied through the work 
of the Bureau of Advertising. 

Mr. Dealey commented unfavor- 
ably on a recent “success story” 
publicized by the Bureau of Adver- 
tising, involving use of newspapers 
by the Duncan Coffee Company, of 
Houston, Tex., and credited with 
exceptional results. He said the 


contract for this business, which 
was rejected by leading Texas 
newspapers, called for such an 


unusual outlay in merchandising 
service as to make the latter a 70 
per cent factor and the circulation 
of the newspaper 30 per cent. Mr. 
Dealey condemned what he called 
a prostitution of the newspaper's 
legitimate function to advertising 
requirements of this kind. 

Mr. Biggers reported yesterday 
morning on the success of the 
newspaper publishers’ committee 
campaign, prepared by J. Walter 
Thompson and running in several 
hundred newspapers. It has been 
in progress for eighteen months, 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Standard-. 


work done and to) 


and another thirteen-week 
will start next month. 


Newsprint Price Stable 


Cranston Williams, general man- 
ager of the American Newspaper 
Publishers’ Association and former 
manager of the SNPA, reported 
that the newsprint outlook is favor- 
able, prices having been established 
for the second half of 1941 on a $49 
a ton, f.o.b. New York, basis, con- 
tinuing the quotations for the first 
half of the year. He suggested that 
the development of the defense 
program may affect newspapers 
through shortages of materials and 
labor, and said that apprentice 
training in the typographical field 
might well be extended to include 
girls. 

Victor H. Hanson, publisher of 


series 


the Birmingham News and Age- 
Herald and one of the founders of 
the association, was presented with 
a bronze plaque reproducing the 
freedom of the press clauses of the 
Constitution of the United States 
at yesterday morning's session. 

In his report Mr. Bradley empha- 
sized a study made by the Milwau- 
kee Journal, and reported by Rob- 
ert K. Drew, its advertising direc- 
tor, analyzing linage losses in the 
general field in the period from 
1929 to 1939. This study showed 
that between 50 and 60 per cent of 
the volume lost was due to accounts 
going out of business, reduced com- 
petition in the automotive, radio 
and similar fields, and reduction of 
medical and financial advertising 
due to legislation and other govern- 
mental restrictions. 


George C. Biggers, general man- 
ager of the Atlanta Journal, said in 
commenting on the report. that 
because of the large number of 
newspaper monopoly cities, with 87 
per cent of AP franchises now held 
in such cities, a different type of 
selling in the national field may be 
required. The present set-up, he 
suggested, was based on earlier 
competitive sales conditions. He 
urged that greater sales efforts be 
directed to the higher-ups among 
agency and advertiser executives, 
saying that newspaper representa- 
tives are largely blocked off at the 
offices of agency space buyers. 


Believes Discounts Valuable 


Commenting on the subject of 
frequency and volume discounts 
put into effect by his newspaper 


June 1, 1940, Ralph Nicholson, 
vice-president and general manager 
of the Tampa Times, said that while 
its general advertising volume in 
the previous eleven months had 
shown a loss of 2 per cent, the 
record for the period in which the 
discounts have been available 
showed an increase of 30 per cent 
in this classification. 

Ted Dealey, publisher of the 
Dallas News, said that in spite of 
the discontinuance of the frequency 
and volume discount plan operated 
through Basic Newspaper Groups, 
Inc., of which the News was a 
member, he still believes that the 
plan is sound, provided it is avail- 
able on a larger scale. The terri- 
torial package idea in newspaper 
selling is on the way, he asserted. 


* 
A 
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ONLY THE SUNDAY SALT LAKE 
TRIBUNE ADEQUATELY COVERS 
THIS 4-STATE MARKET 


Give Your Salesmen Support They Can 
Really Tie To In The Salt Lake Market 


The Salt Lake Market is big. 


Consisting of the State of 


Utah. 21 counties in southern and eastern Idaho. 4 coun- 


ties in Nevada and 4 counties in Wyoming . . 


. It contains 


more than three-quarters of a million people. 


ABC Reports show that magazine and group buys just don’t 


give you much of an entree into this market 


but, on the 


other hand, The Sunday Salt 


Lake Tribune does a whale of 


a coverage job here. 


this overwhelming 


for The Sunday Tribune. 


you need The Sunday Salt Lake Tribune 


It's a fertile tield 


from mines: 
from tourist trade: 


This market produces $618,000,000 new 
wealth annually from four diversified sources: 
$244,000,000 from manutacturing 


$157.000,000 
- $41,000,000 


$176,000,000 from farming and livestock 


Salt Lake City department store sales in March were 13% 
above March, 1940; bank clear 


Home Coverage 


There are several reasons for 
preference 

im 987. me 987 

the fact itself is what counts © 7 


and the fact is in the 


terms. 


record 
books, in cold mathematical 
To get substantial cov- 
erage of the Salt Lake Market, 


(The Sunday Salt 


SALT LAKE CITY 8. LAKE COUNTY 
Families 34.410 Families 46,143 
Circulation 38,419 Cireulation 47,727 


Sources: 1930 U. 8S. 
port for 12 months ending June 30, 1940 


ings 
Carrier Delivered 


\n 


day 


UTAH TOTAL MARKET 
Families 115,936 Families 180,805 
Circulation. 61,047 Circulation 102,046 


Census—A.8.C. Re- 


t« p of 
being 
projects. 


20% gain. On 
all that, $36,179,740 is 
spent 


showed 


here for defense 


“A” schedule in The Sun 

Salt Lake 
give your salesmen the support 
they need in this rich, respon 
sive four-state market. 


Lake Tribune} 


Tribune will 


National Representatives: Sunday Magazine and Comic Sections Color — Black and White 
Reynolds-Fitzgerald, Inc. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Peas in Pods 
Bother Bott 

To the Editor: “Alike as peas in 
a pod” is a theme that seems never 
to grow old. In reading my maga- 
zines and trade journals in the past 
few weeks I ran across four ads 
built around this theme. All were 
illustrated in the obvious manner. 

What amuses me is the fact that 
while peas are similar in appear- 
ance, no two are ever exactly alike. 

Other threadbare subjects of ads 
still found in the best circles are: 

In a nutshell 

Five reasons why (hand) 

A hand you can’t beat (cards) 

Don’t gamble (dice) 

Remember to—(string on finger) 

Be wise (owl) 
and the more recently devised 
“Switch to,” among many others. 

oe * cal 

In the Kyanize ad, enclosed, note 
the illustration. I wonder if a per- 
son painting an object would hold 
it in her hand, after it has been 
covered with paint, as this woman 
appears to be doing. 

* * * 

Am I seeing things? The Cana- 
dian policeman appears to possess 
the power of levitation. It looks as 
though he is rising in the air above 
the Banff Springs Hotel. 


Just give Chicagoans FOOD. To 
Hell with the Service! 


Slogans of Chicago Eating Places | 


Harding’s ..“Just Wonderful Food” 
Doney’s..... “Just Delicious Food” | 
yg) | ee “Just Good Food” | 
Maurice’s........ “Just Good Food” | 


Parnway Tea Room..........0s. 
ee ee ee “Just Good Food” | 


I nominate the Lone Ranger to 
go git Hitler! 
Leo P. Bort, Jr., 


Chicago. 
.. 4 
’ 
Two TWA’'s | 
To the Editor: Hal Deal, our 
advertising manager, came across 


this rare coincidence in newspaper | 


make-up this morning with the two 
best known corporations in the 
West whose initials are TWA, 


Transcontinental & Western Air 


Da rlan, Naz is Weigh Fate of Syria - 
#C RET SESSION way 5 ” ey 
RESUMED IN PARI nt : 


— 


> 
Finer Flying A - ot ASSOCIATED DEALERS — 


SS ae 


and Tide 
grouped 
page. 
Hal said in your search for the 
unusual you might be able to make 
something of it—so here ’tis. 
DouGc MONTELL, 
Publicity, Tide Water Asso- 
ciated Oil Company, San Fran- 
cisco. 
[Editor’s Note: Well, we're mak- 


ing something of it, but it’s pretty 
thin. ] 


Water Associated Oil, 
together as per enclosed 


Seeks Volunteers for 


Naval Aviation Squadron 
To the Editor: 


haven't been 


Just in case you 
following the situa- 
tion, let me bring you up to date 
because I want you to help 

I am on the committee of “old” 
(or veteran) naval aviators to re- 
cruit a squadron for the Glenview 
Naval Aviation Base, to be known 
as “Chicago’s Own”’’—a group that 
will train together starting in Sep- 
tember and go on to Pensacola, 


| sider. 


Letters are welcome. 


PEAS IN PODS GET TOO 


ba * tere 


Six akiy g 


POPULAR FOR READER 


in A POD... 


TD cvren day 


WHEELING 


Peon 


Leo Bott gets himself all worked up, without much trouble, over the display of 
too-many-minds-running-in-the-same-groove which he has collected. 


Jacksonville or Corpus Christi as a 
squadron. 

For the “selectee’” who is going 
into service anyway this offers some 
interesting opportunities. The age 
range is 20 to 27—unmarried and 


|two years of college are now the 
|requirements. Those who can qual- 


ify would certainly prefer an in- 
come of approximately $245 a 
month rather than $21 as a draftee. 

It’s a good service—I was in it 
during the days when it was being 
established. After the war there 
will be interesting things to con- 
Who will fly the oceans? 
Pan American flying personnel is 
now made up of my old gang. What 
will the lawyers know about avia- 
tion cases unless they get some 
actual knowledge of this form of 
transportation? 

There are many young men now 


in the advertising business — now 
readers of your papers—who are of 
officer and aviator calibre. These 
men owe it to themselves and to 


their country to get into the service 


where they can give and get the 
most. Many of these men don't 
know how to go about having a 


some of these officers’ 
Some of the eager tried to 
get in when restrictions were high 
and quotas low. Quotas are being 
increased rapidly. 

How about a squib so we can let 
these men know what's cooking? 
One of my old buddies and college 
mates, Lt. Commander Turner, is 
running the show at the Naval 
Armory at Randolph and the Lake. 
OTIS BEEMAN, 


look at 
schools. 


742 N. Grove Ave., Oak Park, 
Ill. 
vs v 
That Die-Cut Job 
To the Editor: Thought you 


might be interested in the enclosed 
broadside. It is one of a series that 
we are preparing for Superior Bis- 
cuit Companies. Its primary pur- 
pose is to bring the name Superior 
Biscuit before the buyers of whole- 
sale grocery houses since Superior 
well-known manufacturer of 
brand names. We were par- 
ticularly pleased with the way the 
die-cut worked out since usually 
the inside cut doesn’t tie in with the 
rest of the layout. The _ inside 
spread attempts to dramatize Su- 
perior’s slogan—‘“Serving the Trade 
from Mexico to Canada _ including 
Alaska.” Duplex coated stock gives 
a four color effect to the cover. 
WILLIAM DUTTON, 
Advertising Counselor, Holly- 
wood, Cal 
[Editor's Note: 
has a die-cut circle, considerably 
smaller than a dime, cut into the 
front cover so as to represent the 
viewing end of a telescope. In the 
circle is a big “3,” and when the 


IS a 


other 


The broadside 


broadside is opened the “3” turns 
out to be part of a “truck license 
plate” which says “3 plants,” while 


the hole becomes a fog-light.] 


Radio Rep Stands 
Behind Trade Association 


To the Editor: Enclosed is copy 
of a letter I have just written Ne- 
ville Miller, president of the Na- 
tional Association of Broadcasters. 
You have my permission to print it, 
if you think it is newsworthy. 

JAMES L. FREE, 

President, Free & Peters, Inc., 

Chicago. 

Dear Mr. Miller: 

As you know from our lengthy 
correspondence during the past sev- 
eral months, we sincerely feel the 


present scale of dues for NAB as- | 


sociate members is relatively unfair 
and discriminatory to station rep- 
resentatives. We feel a station rep- 
resentative should not be asked to 
pay twice as much, but rather half 
as much, as a large equipment man- 
ufacturer or transcription company, 
for example. 

I have pointed out we neither 
need nor want an official exhibit 
at the annual NAB Convention (the 
principal incentive offered associa- 
ate members). We do no “selling” 
at a convention. We regard the 
stations we represent as our em- 
ployers — not customers. Neither 
Mr. Peters nor myself attended the 
recent convention at St. Louis. 

We still feel, as strongly as ever, 
the present scale of dues is unfair 
to us. The stations we represent 
have largely agreed with our stand. 

However, you have presented our 
views to the NAB board, which I 
understand has declined to change 
this scale. More strongly than any- 
thing else, we feel everyone con- 
nected with the broadcasting in- 
dustry should stand together today 
in support of the work you are do- 
ing in NAB. Therefore, we wish to 
make application for associate 
membership in NAB, at $1,000 per 
year, as our contribution, which 
really is also an additional con- 
tribution from each of our stations, 
to industry solidarity and to the 
splendid work you are doing If 
you will send me another applica- 
tion blank we will fill it in and re- 
turn it promptly. 

With kindest personal regards. 

Sincerely yours, 
JAMES L. FREE, 
President. 


7 Cw 


Where Are the Hats? 


To the Editor: In the two strips 
of pictures on your Photographic 
Review of the Week page showing 
the golfing contingent of the Ameri- 
can Association of Advertising 
Agencies, you show 36 players—all 
hatless but five. No wonder the 
hatters are yelling! 

A. M. LOCKHART, 
Long Beach, Cal. 

[Editor’s Note: We hope none of 
the hatless agency men shown has 
a hat account! ] 


The Neighbors Help 
Morrell Celebrate 


To the Editor: In times when dis- 
unity seems to be an outstanding 
characteristic of the United States, 
the people of Ottumwa and south- 
eastern Iowa banded together and 
recently completed a 3-day celebra- 
tion known as “Morrell Days.” 

One of the highlights of this 
celebration, which paid tribute to 
Ottumwa’s largest industry, was a 
special edition of the Ottumwa 
Courier. We think that it went a 
long way in explaining some of the 
problems and some of the policies 
of John Morrell & Co. 

It occurred to me that you might 
be interested in this edition, so I 
am sending you a copy under sep- 
arate cover. I hope you will have 
a chance to give it some study. 

You will be interested to know 
there are 1,185 column inches of 
type and pictures concerning John 
Morrell & Co. There were 50 en- 
gravings and 58 different news 
stories pertaining to John Morrell & 


Co.; over 36 pages of the 60-pag 
issue carried some mention of t} 
company. 

There were 266 advertisers w)} 
either used the slug “‘We Are Boo 
ers for Morrell Days” or who pa 
tribute to the company in sor 
other manner. More than 10 ret 


dealers — jewelry stores, furnit 
stores, women’s dress shops 
grocery and meat stores—car) 


Morrell 
windows. 


product displays in t! 


H. F. Peck, 

Public Relations Department, 

John Morrell & Co., Ottumw 

v v v 
Utopia 

To the Editor: I propose a F 
eral Charity Fund. 

Any citizen expressing need b 
post card application to the Tr« 
ury Department would have 
card machine-processed and 
turned as a post card check 
amount of which would be . 
termined from sales tax revenu: 

CHARLES H. Moss, 
Nashville, Ten: 
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E WORLDS 


° 

| Slide 
a 
. , with Nelson Olmsted 
7 ) 
: A 15-minute program that is going places — a 
4 feature that has been acclaimed because of its 
entertaining and informative value. 
= This series of best- stories written by the 
7 world’s greatest authors and presented by 

Nelson Olmsted, has a very broad appeal be- 


Zoc rd story. 


of the NBC Blue 


te —— 


te til 


OGG I” 


__ 

i oe , 
\ - 

a ae ] 
Lid. 

ot 718 


YOU GET MORE FOR LESS ON 


whee “ 


Represented Nationally by NBC Spot Offices in New York, Chicago, } 
Boston, Washington, Cleveland, Denver, San Francisco, and Hollywood. \ 


cause everybody, regardless of age, enjoys a 


Being a one-man show, its structure is ex- 
tremely simple and the cost unusually low. 

It may be broadcast from one to five times 
a week either day or night. 

This great, inexpensive program, together 
with WENR, 50,000-watt Chicago key station 


Network, famous for 


its features and responsive audience, is a tre- 
mendous sales weapon that will produce greater 
sales and profits with less effort in America’s 
second largest market. 


* 


Further information about 
“The World's Greatest Stories’’ and Station 
WENR upon request, and remember 
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ADVERTISING AGE 


Harvester Cigar 
Copy Digs Into 
Newspaper Files 


New York, May 22. — Turning 
ack the pages of history 41 years, 
Consolidated Cigar Corporation has 
localized its current campaign for 
Harvester cigars by drawing upon 
the news files for the year 1900 of 
the papers in which advertisements 
appear. Choice news items thus 
selec'ed have been incorporated 
into the copy under the heading 
“41 Years Ago in — * the blank 
peing filled in by the publisher with 
the name of his city. Fifty news- 
papers in 10 Eastern and Midwest- 
ern states carry the campaign, han- 
dled by Erwin, Wasey & Co. 

Th ” eiamiaaaane are illus- 
trated With a double-hinged frame, 


b 


ne side depicting a scene from the | 


‘Muench Moves Offices 


year 1900, the other carrying the 
41-year old news item. Each paper 


thus runs headline and copy of par- | 


ticular interest to local citizens. The 
theme ties in with the advertising 
message that the progress made in 
the manufacture of Harvester cigars 
s comparable to the progress made 
by America since the “horse and 
buggy days.” 


Changes at Cory Snow; 
Adds Four Accounts 


Cory Snow, Inec., Boston, has 
moved from the eigth to the seventh 
foor at 755 Boylston street. Am- 
brose Cray, formerly radio director 
ind account executive for Harold 
Cabot Company, has joined Cory 
Snow in a similar capacity. 

The agency has been appointed 
to handle the accounts of Colley 
Cranberry Company, Plymouth, 
Mass., using trade papers, news- 
papers and point-of-purchase mate- 
rials for Cranberry Flakes; K & W 
Mfg. Company, Cranston, R. LI., 
maker of model railroad equipment, 
using trade papers and direct mail; 
Brown - Ford Corporation, Newton, 
ag maker of Bro-For, using 
trade papers and direct mail; and 
Claflin-Denison Laboratories, Provi- 
dence, R. I., using newspapers and 
radio 


"“ 

Paper Sales” Buys 
"“ . . 

Paper Specialties” 

Paper Sales Publishing Company, 
Chicago, publisher of Paper Sales, 
has bought the magazine Paper 
Specialties, the two being merged 
with the May issue. 

The two magazines were launched 
simultaneously last fall. The pub- 
ication will continue to be known 
is Paper Sales with the additional 
statement “with which is combined 
Paper Specialties.” Personnel will 
be that associated with Paper Sales 
ince its inception, including E. C. 
Davidson, president; John Scott, 
editor; Anita Engelsman, managing 
editor, and Tate Shondell, adver- 
using manager. 


Greenlee Resigns Ad 
Post at Schenley 

Walter R. Greenlee has resigned 
s advertising and sales director of 
Schenley Distillers Corporation. He 
ined the company in 1934 and was 
lected a viee-president in 1937. A 
year later. he added the duties of 
iles manager. During the past year 
e has been engaged chiefly in mer- 
andising work 
S. D. Hess continues as advertis- 
g manager, and J. L. Leban as 
les manager 


Kepner Leaves R &R 


D Kepner, for the past 15 
: count executive with Ruth- 
iff & Ryan, New York, has joined 
cke't - Sample - Hummert, New 


a similar capacity. 


ee. 


een 


SPEED!../ 


y ALLTHEWAY... % 


with production and lose time on 
’ To keep your momentum climb- 
Fuse RAILWAY EXPRESS and speed up 
* speed all the way. Nation-wide. Low 
‘es. F.  super-speed use AIR EXPRESS. ph 


NN! 


y ring the service, phone us. 
y {RAILWAY 


AGENCY Inc 


-xRessg 


j NATION-WIDE RAIL-AIR SERVICEY 
ANNANNNNNAAAAAAAAAAAANS 


LOCAL HIGHLIGHTS OF LONG AGO FEATURED 


ty YEARS AGO In ww Gincinnar 


a 4! wane S50 I Spawereuy 


Hercules Mixer,” 
Mt. TUES Koeta” STL ae “r sues AP rs wg 8554 ton, Del. “The Beaver,” 


peg, placed first among 


News-Graphic,” 
Roebuck & Co., 


Chicago, 


loids. 
An unusual method of localizing newspaper copy has been developed for the new Other winners among 
Harvester cigar campaign, with each newspaper including highlights of the news 


magazines were: second, 
of 1900, taken from its own files. 


oratories Record,” 


Stowell to Filmack York; _ third, 

C. Wendel Muench & Co., Chi- Henry C. Stowell has joined Fil- © , 
cago, has moved to 520 N. Michigan | mack Trailer Company, Chicago, as Company, Shreveport, La. 
avenue from 210 E. Ohio street. art director. 


Employe Paper of 
Hercules Powder 
Takes Top Honor 


New York, May 21.—First 
for employe magazines in 
Magazine Institute’s second 
contest has been garnered by 


House 


“The 


by Hudson’s Bay Company, 
external 
magazines issued for dealers 
holders and consumers. The 


employe 
“Bell Lab- 
published 
Bell Telephone Laboratories, 
“United Gas 

published by United Gas Pipe Line 


by 
New 


Winner of second place 


external pubiications was “The 


Barrel,” of Coca-Cola Company, 
Atlanta, while third place went to 
“The Sperryscope” of Sperry Gyro- 


scope eats Brooklyn. 


award Woodhead | Promoted 


Albert N. Woodhead, president of 
annual the Albany Advertising Club, 
been promoted from assistant secre- 
published by Her-'| tary to vice-president and director 
cules Powder Company, Wilming- of the New York Power and Light 
published | Corporation, Albany. 
Winni- tinue to direct the company’s 


vertising and | public relations. 


, Stock- 

“Sears Plans Butter Campaign 
published by Sears, The Hotel Bar Butter Company, 
received |New York, is planning a year ‘round 
the only award among employe tab- @@Vertising campaign for its butter 

; . in the metropolitan area of New 
York. Charles W. Hoyt Company 


has the account. 


The eighth annual 


BUT A WOMAN WILL ALWAYS 
CISTEN WHEN THE TIME AND 
PLACE ARE RIGHT 


That's why these special radio programs 


their markets... consistently preferred 


for women...these daily station fea- by leading spot and local advertisers. 
tures...are such successful sales pro- If you have a product women need for 


ducers... They are broadcast when their homes, their families or themselves, 


women want to listen... by women who — you will certainly want to know a whole 
know how to keep them listening ...And, lot more about these programs. Check 


most important, they are featured on the list at the right and then contact the 


eleven great NBC stations, dominant in NBC Spot Sales office nearest you. 


‘NBC-SPOT « LOCAL SALES 


New York™* Chicago * San Francisco * Boston * Washington * Cleveland * Denver * Hollywood 


NATIONAL BROADCASTING COMP ANY A Radio Corporation of America Service 


Representing 

WEAF. . . «. « New York WMAL. Washington KYW Philadelphia 
WJZ « « « «+ « New York KOA . . . «. « « Denver KDKA Pittsburgh 
WMAQ .. . Chicago WTAM Cleveland WOWO Ft. Wayne 
WENR. ° . Chicago WGL Ft. Wayne 
MNS « se San Francisco WESTINGHOUSE STATIONS 

oS San Francisco (WBZ . Boston/ GENERAL ELECTRIC STATION 


Wee & © © ® + Springfield) WGY ... -« 


Washington /WBZA . Schenectady 


CHOOSE 
A "GOLDEN 
MOMENT" 


ON THESE 
ELEVEN MAJOR 
STATIONS 


Here are well-established, adver- 
tiser-tested features... known by 
women ... listened to by women 
. responded to by women 

thousands of women in each of 
these great markets. And each 
program is so favorably priced 
that it offers advertisers a value 
that cannot be equalled 


WJZ... New York — Nancy 
Craig's “The Woman of Tomor- 
row.” 9 to 9:30 A.M. (E.D.T.) 
Monday through Friday 


WEAF ... New York — Isabe! 
Manning Hewson's ‘The Market 
Basket.” 9:30 to 9:45 A. M. 
k.DT.) Monday through Friday. 


KYW... Philadelphia— Kuth 
Welles, Woman's Home Coun- 
selor, 1:30 to 1:45 PLM. (be. DLT.) 
Monday through Friday 


WGY...Schenectady— Martha 
Brooks “Market Basket’ 8:45 to 
QAM. (b.DT.) Monday through 


Saturday 


WBZ-WBZA...New England 
Mildred W. Carlson's “Home 

Forum. Tito tht AM. ObeLD.T.) 

Monday through Friday 


WRC...Washington, D.C.— 
Mary Mason's “The WRC Home 
Forum. TiS tol2 noon (h.S.T.) 
Monday through Friday 


KDKA... Pittsburgh — livelyn 
CGiardiner’s “Home Forum.”’ 2:45 
to 3:00 P.M. (kf. D.T.) Monday 
through Friday. 


WTAM .. . Cleveland — Jane 
Weaver's “Woman's Club of the 
\u 1 to 5SOOPRN ks if 
Monday through Friday 


WOWO... Fort Wayne— Jane 
Weston’'s “The Modern Home 
Forum.” 9:45 to 10:15 A.M. 
(D.T.) Monday through Sat- 
urday. On Saturday, 0:45 to 
10:00 A.M. 


KPO...San Francisco—(iladys 
Cronkhite’s “International 
Kitchen S230 to 9:00 ALM. 
(PS CT.) Monday through Frida 


KGO...San Francisco— \nv 
Holden's “Home Forum.” 9:30 
to 10-00 A.M P.S.T.) Monday 
through Friday 


N.B. Tear out this advertisement 
for vour files. It lists every special 
radio program for womenon NBC 
represented stations 


He will con- 


Ready “Grocer’s Manual” 
Grocer's 
Manual, published by Chain Store 
Age, will be issued July 1 as a spe- 
cial section of its July grocery edi- 
among) tion, 
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W. J. Rooke Named 


Business Paper 


Organization Head 


White Sulphur Springs, W. Va., 
May 19.—William J. Rooke, presi- 
dent of W. R. C. Smith Publishing 
elected 
president of the Associated Busi- 
ness Papers, Inc., 
at the annual 
convention 
closed 
here last week- 


Company, Atlanta, was 


which 
end. Roy 


Company, 


board. 


W. J. Rooke 


Wright, Sim- 
mons - Board- 
man Publishing | pointed general purchasing agent 
retir- 
ing president,| Pittsburgh, and J. E. McWilliams | les office of Look, has been appointed | Lee ; nA 4 : 
was advanced to|has been named division purchasing | West Coast manager. His headquar- | Hollywood, a_ license authorizing | lisher of Diesel Progress, rv ently 
chairman of the | agent of the company’s Blaw-Knox | ters will continue at 7046 Holly- full commercialization of broadcasts | assumed management of the: two 


Mr. Rooke, the 
first Southerner 
to lead the business publishers’ as- 


Hanson to Pattern Co. 


Joseph E. Hanson has resigned as 
manager of the sales promotion di- 
vision of the National Retail Dry 
Goods Association to become direc- 
tor of sales promotion and public 
relations of Simplicity Pattern Com- 
pany, New York. He was previously 
associated with L. Bamberger & Co. 
and Kresge Department Stores. 


Announces Comic Group 

Harry “A” Chesler Feature Syn- 
dicate, Inc., New York, has an- 
nounced it will publish a group of | 
10-cent comic books monthly, with | 
the lead characters to be featured 
in six quarterlies. Harry “A” Ches- | 
ler, Jr., is publisher, Phil Sturm, | 
editor, and Charles Sultan, art di- 
rector. 


IT'S TIMELY, AND NO DOUBT ABOUT IT 


Galveston-Houston Breweries, Galveston, ties up with an exceptionally timely 
theme on this 24-sheet posted in its area. The Houston office of Ruthrauff & Ryan 
handles the account, and the photo shows a Packer Company board in San Antonio. 


ee 


Start Letter Service 

Orville Reed, head of Acme [et- 
ter Service, Detroit, and Allan Mac. 
Gregor, well known in the les 
promotion field, have  launcheg 
|Reed, MacGregor & Co., to hindle 
|direct mail sales promotion. Oifices 
|}are at 457 E. Lafayette street wr 
|Reed continues as head of Acn 


| 


| “ . we 
Weston to “American 
| Lee T. Weston, with the O] 
| bile Division in Lansing, Mi as 
assistant advertising manage for 
the past 12 years, has be 


y 
1U0- 


: : i ip- 
pointed Detroit advertising -. 
sentative of the American ga- 


zine, succeeding Charles Car 


“World Petroleum” Moves 


Names Nuttall, McWilliams 
Walter Nuttall has been ap- ‘Hornburg Advanced 


Charles H. Hornburg, Jr., for the| The Federal 


Television License Given 


World Petroleum and Sugar ‘for. 
|merly Facts About Sugar) have 
moved from Hoboken, N. tr 


Communications quarters in New York, ad ining 


of the Blaw-Knox Steel Company, | past year in charge of the Los Ange-|Commission has granted the Don | those of Diesel Progress, at 2 Ww 


television 


| division. wood blvd., Los Angeles. July 1. 


station, 


W6XAO, | 45th street. Rex W. Wadman. pub. 


' properties. 


sociation in its 25-year history, has | 


been with the Smith organization 
for 27 years, with the exception of 


two years in the service as first | 


lieutenant in the artillery in World 


War I. He is a strong advocate of 
progressive methods in business | 
publishing. 


Earl Shaner, Penton Publishing 
Company, Cleveland, was elected 


vice-president and _ treasurer, 


members of the executive com- 


mittee were chosen as follows: 


Executive Committee Members 

Stanley Knisely, executive vice- 
president; Andrew J. Haire, Haire | 
Publishing Company, New York; 
Edgar A. Becker, The Industrial 
Press, New York; Charles E. Price, | 
Keeney Publishing Company, Chi- 
cago; Kingsley L. Rice, Technical 
Publishing Company, Chicago; 
McGraw-Hill | 
Publishing Company, New York; | 


M. A. Williamson, 


Nearly 70¢ of every defense dollar finds its way into 
Wage Earners’ pay envelopes. Millions of Wage 
Earner Families are now able to satisfy depression- 
deferred wants. Naturally you find markets—measured 
by kinds of buyers—drastically altered. Here are the 
| shifts in three basic commodity lines, compared with 
1937 — the best “depression year”. 


and Joseph Hildreth, Chilton Com- | 


pany, Philadelphia. 
The three-day session was 


voted largely to a discussion 
improving business | 


methods of 
paper service to advertisers 
agencies. 


Mason Britton, 


New Television Forms 


Made Available by FCC 


New application forms to expedite 
the transition of television stations 
from experimental to commercial 
operation have been made available 
Communications 
Commission in preparation for the 
beginning of commercial television 


by the Federal 


service July 1. 


Form 330 covers construction per- 
mit for a new outlet, and form 333 
covers construction permit, modifi- | 
cation of construction permit, 
modification of license for existing 
The latter blank can be 
used by the 21 television stations 
now in operation to furnish engi- 
neering information requested 
the commercial authorization order 


stations. 


of April 30. 


Marshall to Vautrain 


John J. Marshall, formerly with 
Company, 
New York, has joined Charles E. 
Vautrain Associates, Inc., Holyoke, 
Mass., as copywriter and account 


Verdenburgh - Kennedy 


executive. 


Promotion, research and 
similar topics were emphasized. 

McGraw - Hill | 
Publishing Company, and in charge 
of the machine tool division 
OPM, spoke briefly Saturday, dis- | 
cussing changes in the national 
situation as it may be affected by 
the development of a war economy. 


a 


REPEAT SALES 


Cradle Car Service provides one of 
the most effective ways in which 
manufacturers of baby products 
accomplish the very important job 


of sampling their products to P 
tential users . . 


gists and grocers. 


The Cradle Can Service, Ine 


457 N. Kingshighway 


St. Louis, Mo. 


. thereby laying 
the groundwork for profitable re- 
peat sales by neighborhood drug- 


SHIFT IN MARKETS BY OCCUPATION OF BUYERS 


WAGE EARNER 
AUTOMOBILES 


WHITE COLLAR 


59.7% 
36.0%, 
ELECTRICAL EQUIPMENT 
1937 39.1% 
) Dec.1940— Tae 30.6% 
) Feb. 1941 
AUTOMOBILE EQUIPMENT 
1937 ; | 40.6% 
| Dec.1940— ie = 
) Feb. 1941 34.5% 


More than half of America’s urban families are “better off” 
because of the defense bill spending. Contributing to this vast 
total, are 48.8% of the White Collar Families (who make up a 
third of the urban population) but nearly 61% of the Wage 
Earners, who are two thirds of the urban nation. 


Wage Earners, therefore, who are ‘better off” because of defense 
spending comprise — marketwise —the largest single buying group. 


How To Reach Defense Bettered Families? 
These are the two vital factors which make it impossible to spor ad- 
vertising which will appear where all defense op portunities exist: 
1— SUBCONTRACTS: Defense contractors rely on subcon- 


tractors for raw materials and component parts. The building of 
a battleship involves all 48 states. 

2 — TIME: No one can tell in advance when — or how much -— 
a given contract will be in actual progress. (It takes two years 
to build a battleship — less than half of the time with a full force 
on the payroll.) 


Obviously —COVERAGE of all areas it's the best and only way to get all 


defe ALG oppor funities. 


ow DEFEN 


f 


WHY LOCAL OPPORTUNCA 
DEFENSNT! 


The blacklines aredrawn Fe 
from the plant oOo} a man- 
ulacturer of bombers to j ( 
some of his primary ‘ 
subcontractors (actually Wass .., 
there are 367 of them). at 
The ved lines add the via ' ' 
subcontractors of one , 
subcontractor. Conclu- 
tion: Defense spreads 
thru all America. L. 


TOLEDO— 


although a key center in the — wit!) huge 
nation’s defense plan, with ora 
hundreds of millions in direct 
defense orders, actually lags Stor 

behind Canton (with little or lies Settet 
no direct defense money) in = manulact®’’ 
number of families to date me! 


“better off. In Toledo there are too 
40% of families Better Ont rels 


True Story, edited for Wage Earners, the families who get 
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f C b plus royalties for a gg 3 ho age Pr ~y —— ot = Tag Makers Institute DAILY JUICE 
signed to prevent or ameliorate while it turne ack, and hence : gir 
ig unpru opy y sunburn.” He received this sum was unsaleable.” Accused of Price Fixing Delicious “EYE-OPENERS” 
z and Arden proceeded to use the As a result, Elizabeth Arden said, babe —— Trade Commission ] Cious “EYE-OPENERS: .. one for every day in the week 
S ba : } e. - ; -_ rards . ‘ ras | issued a c ai May 6 charging “ie 
formula in manufacturing Ardena use of the Edwards formula was !ssued a comp aint ay arging ) > 
: Arden Figures Sunpruf Cream, a trade name discontinued in the manufacture of = a a eggs al —— -™ | © J 
: ‘which the company has previously | Ardena Sunpruf Cream. At about ll H Reo Pgggee gd th > - : 
r. ’ Ld advertised for another sunburn the same time, the company cone companies with conspiring to elimi-| \! ; . 
in €ga ( ion preparation. Dr. Edwards charged, tinued, it learned that Dr. Edwards’ | nate price competition in the sale \ : 2] = Kee, 
however, that the cosmetic concern application for a patent had been of tags, pin tickets and similar %, eo See 
: did not continue to pay him the |rejected by the U. S. Patent Office,| marking devices. Uniform prices ‘4, | ea? SS 
New York, May 20. — Elizabeth royalties to which he was entitled |and since the obtaining of patent |) were fixed and maintained, accord- ow yoo © 
)- den’s promotion of Ardena Sun- | under the 1933 agreement. rights was one of the points stipu-| ing to the complaint. 
as p-uf Cream in national magazines lated in the original agreement, in Actions of the Institute were 
yr jost week figured prominently in a Formula Claimed Inefficient May, 1936, Dr. Edwards was in- — _ a + oe by Mr. 
_ suit for $50,000 damages instituted) purchase of the formula was ad-| formed of the discontinuance of Seat “Ledeen Ssumnabltten ta of tas ; 
. , ao ™ oe — oa by Elizabeth Arden, but the | royalty payeneans. essence of the American way of a So oh se 
7 poysician, In supreme court here. company asserted that in the fall of Francis O’Leary, secretary of the | business.” The Institute will fight 
Details of the action came to light) 1935 “numerous complaints were Elizabeth Arden company, who the charges. Fi anes Py yy 
when Dr, Edwards sought permis-| received from customers, all of | signed the defendant's answer, re- ———— 
2S sion to examine Arden Officials re-| which bitterly condemned the |ferred to Dr. Edwards’ request for . . ees i 
r gerding sales and profits on the) cream in which the plaintiff's for-|information about sales and profits Start Tourist Drive @ : 
ve product as well as other angles Of | mula was used. It was charged by as a “fishing expedition.” Following a series of advertise- | oo ome 
te the relationship between plaintiff cystomers that the cream irritated —_— ments promoting W peactrapee + hg dairy *3 9 Cane 
ng and defendant. the skin and caused it to blister. A, §, Campbell Appoints ay, RnR cmp ee sl po © AB SWrosrs 
: According to the court papers Dr. Analysis of the cream disclosed that | A. S. Campbell Company, East another campaign in Wisconsin | oa Convento 
. Edwards entered into an agreement | plaintiff's formula contained the} Boston, Mass., maker of automobile | newspapers stressing tourist advan-| featur; fruit juice § 4 ‘ 
‘ly ; : : rs ; - eae OF prerete Phage : : pee : . geese : a eaturing 4 truift juice tor every day o 
* with Elizabeth Arden in 1933 irritant. Moreover, purchasers Of accessories, has appointed Alley & tages of the state. The new series| the week, S&W Fine Foods, Inc.. San 
; whereby he was to receive $12,500 the cream maintained that after it| Richards to handle its advertising.'is to run through September. Froncicse, hes extended its concumer od- 
- vertising to Eastern markets with a 
schedule comprising 21 newspapers in 
New York City, Westchester County, 
Long Island and New Jersey. The ad- 
vertising account for the company's 
Eastern division is directed by Samuel C. 
Croot Company, New York. 
fe} . 
21% of Cosmetic 
. \ Nn ec b N E a = — 
Ul ( L C for Advertising 


Washington, D. C., May 20.—Nine 


i P a perfume and cosmetic manufactur- 
How Magazines Can Cover the Three Major Kinds of ing corporations whose 1939 sales 
SS Defense Created Opportunities | volume represented one-fifth of the 
SSIs |: er 7 a 
—— industry's total spent 20.7 per cent 
3s Three major studies now conclude that magazines pass on from of sales for advertising, the Federal 
“SS . ‘ ae . ‘ anion. 2 — ee ta —_ 
2 family to family after the original family has read them. Trade Commission reported today. 
iy ; ; The nine companies whose finan- 
areal This pass on amounts — in the cases of some premium priced cial statistics were studied by FTC 
magazines, which perform wnique publishing functions from one in its pon to analyze annual re- 
another —to two and even three times original family coverage. jae = oe eee 
| principal industries did an aggre- 
Starting with the largest magazine, and adding magazines in terms gate volume of $29,679,607 in 1939. 
of the largest per cent of new coverage which each will add, here The rate of return on invested cap- 
‘ ; , . ; |} ital of the nine firms averaged 15.7 
is how five magazines add readership so that five magazines cover \per cent, 
more than three fourths of the families ‘better off’. Items classified as “expenses”’ ac- 
/ \ (Naturally, True Story is invariably included because alone among | oe et ee ee ee eee. 
\ : . a . nn ; ona Selling expenses took 10 cents pet 
- qrattya® all major magazines, it is edited to Wage Earners — the families |sales dollar advertising 20.7, ad- 
1 eter ibe who benefit most from defense spending — and enjoys the largest ministrative and office expenses 7.7, 
4 Nia Sa 1 pass along of all magazines.) taxes 6.4, and social security and 
ke |; pension payments 1 per cent. Aver- 
age net profit after deduction of 0.1 
per cent for uncollectable accounts 
j}and 0.1 per cent for other operating 
> Rg mw . es ar 
“BETTER OFF" FAMILIES loss W as 11.5 ce nts per oan s collar. 
5 Magazines cover 79.7% Operating ratios for eight cor- 
porations, excluding one which 
| failed to submit complete statistics, 
show that the cost of goods sold 
represented 42.5 cents of the sales 
. |dollar. Raw materials accounted 
& oa —_ 'for 27.9 cents, production wages 
- Oth and salaries 5.2, other costs not 
jer Magazines ‘lassified under “expenses” 5.6, de- 
9 vid 1018 clas xpenses” 5.6, 
RTU CAN T BE MEASURED BY Combined odd 10 |preciation and obsolescence of pro- 
FENS TRACTS j}duction facilities 0.9, and finished 
goods purchased for resale 2.9. This 
. left ; sross margin on sales of 
> @ (BETTER OFF” WAGE EARNER FAMILIES 57.5 ll poo por sg ators oe 
’ 5 Magazines cover 82.1 %. it aaaian ee 
a7 No one can tell when _ . F A similar FTC report for the 
oer. — a work will be in fullest pump, pumping equipment and air 
r ani ; Non.M d 
— +> , .’ : production at any given Reedere 11.18 compressor manufacturing field re- 
—S i point. It takes a full year | vealed that four companies handled 
ee eh . — wre for a sin- /17 per cent of total industry sales 
yon 1 pe Pal oe Sere, 3s or in 1939, and that these companies 
eat months to build one hy- : , ; _ 
rahe ’ } spent 1 per cent of sales for adver- 
s YY) draulic gear grinder. . 
ssf a year of retooling to tising. 
make amachinegun plant 
‘ r out of} a spark plug plant j 
te “BETTER OFF WHITE COLLAR FAMILIES ‘Cunningham Promoted 
) 5 Magazines cover 81.5% | oe. G. ke Cunningham, with the 
\ Pittsburgh Plate Glass Company 
since last September, has been 
named manager of the technical il 
service department of its Columbia f 
TON- GRAND RAPIDS— Chemical Division. « 
ge rvey with no defense or even subcontract 
tr pien money, leads direct defense center Tuo thousand intervieus made in MOR 
he Tr Toledo. Consumer demands, created cross sections of nine cities, discuss- ADVERTISING putas ' = 
in tan in cities close to defense by reason of ing commodity buying and magazine i , 
setter par subcontract or direct defense work readership, are the basis for the ywerot £0 \ 
factu shit already in progress, has hoisted gen- statements on these pages. For a L nuntt tl LITHOGRAPH 
if “ eral business in Grand Rapids 10%. showing of all the data contained in orFs means 
nel Dit un 2 ° ° ° rT ; q » x P , 
eel ar- Contributing to this rise are * the survey, phone any True Story ective 
a ne EFF omical 
0 G. R. fan fies who are Better Off office. Ask tosee NW ork—By-Product wor more ECOM HLING pieces 
of Defense”. 
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get teach defense dollar — wherever it’s spen ie LAUREL PROCESS COMPANY 
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Department Store 
Institutional Copy 
Wins Customers 


Inland Press Hears Un- 
usual Exposition by Ad- 
vertising Manager 


Chicago, May 21.—Full-page in- 
stitutional copy in newspapers can 
open the door to a community’s 
warm regard for a department 
store, Thomas Jefferson Twenty- 
man, advertising manager of Love- 
man, Joseph & Loeb, Birmingham, 
told the Inland Daily Press Asso- 
ciation’s spring meeting here yes- 
terday. 

Several examples of the store’s 
most successful institutional adver- 
tisements were shown by Mr. 
Twentyman. One of these was a 
full page of copy which appeared 
about the time Birmingham schools 
were ending the school year. Teach- 
ers were invited to visit the store 
before going on their vacations and 
receive the traditional bribe of 
favor-seeking pupils—a big red ap- 


ple. A boy and girl who knew how 
to say, “Yes, ma’am,”’ with true 
Southern courtesy were selected to 
hand out the apples to the first 
thousand teachers to apply. 
Another successful piece of insti- 
tutional copy was tied up with the 
appearance of “Gone with the 
Wind,” a page teeming with South- 
ern sentiment being headlined: 
“Gone with the Wind’ But There'll 
Always Be a South.” During the 
football season a page of copy was 
devoted to local interest in the grid- 
iron game under the _ headline, 
“Playing the Game.” A large meet- 
ing of religious groups was recog- 
nized with a page under a top line 
which read, “Birmingham Has Long 
Awaited You, Baptists and Friends.” 
Several pages were devoted to a 
“Cavalcade of Fashion” in store 
window displays which revealed 


| various styles of past centuries. 


Then Sales Copy Sells 


“Where would you go to buy mer- 
chandise after reading institutional 
advertisements like those?’ asked 
Mr. Twentyman, who also revealed 
merchandising copy which had been 
markedly successful. One page ad 
sold $4,000 worth of suits at $7.95 
a suit before noon the following 
day. The store’s stock was cleaned 
out entirely before the sale ended. 
Nationally advertised products also 


ADVERTISING AGE 


find their way into this store’s page 
copy. 

Mr. Twentyman’s advice to copy- 
writers is to go down in the store 
and take a picture of a customer at 
a counter, blow up the picture, 
hang it over the desk and write 
merchandise copy to that customer 
until she reaches for it. An ardent 
believer in newspaper advertising, 
he referred to newspapers as “a 
vehicle in which I, the advertiser, 
can travel if I’m decent.” He urged 
newspaper publishers to give their 
communities the best news and ad- 
vertising media possible. 

F. Ward Just, business manager, 
the News-Sun, Waukegan, IIl., and 
chairman of Inland’s national ad- 
vertising committee, gave a picture 
of some of the groundwork which 


| was done by Heinz in its recent test 


campaign (ADVERTISING AGE, May 
19) in 21 markets. In this instance 
he reported that Heinz representa- 


| tives saw to it that there was ade- 


quate distribution of the advertised 
merchandise before the advertising 
broke, a point which the grocers 
appreciated and one which, he said, 
is too often overlooked in prepara- 
tion for a campaign. 

There is no danger that the Illi- 
nois Daily Newspaper Markets 
group will attempt to take over the 
duties of newspaper representatives, 
Mr. Just reported, this group agree- 


The Houston Press. 


Of the 268 national advertisers using only one news- 
paper in Houston during the first quarter of this 
year, 223 or 83.2% picked The Chronicle to do the 
job. Only 37 advertisers or 13.8% picked The Hous- 
ton Post... only eight advertisers or 3.0% picked 


Of all the advertising linage placed by these ad- 


vertisers, The Chronicle published 88.5 %, while The 
Post published only 9.8%, and The Press published 
only 1.7%. 


The Chronicle has been doing a bang-up job for 


national advertisers for years ... just as The Chron- 
icle does a bang-up job for local advertisers and clas- 
sified advertisers . . . That expiains why for year 
after year for 28 consecutive years The Chronicle 
has enjoyed an overwhelming, down-the-line leader- 


ship in advertising in Houston. 


THEOL 


R. W. McCARTHY 
National Advertising Monager 


IN CHRO N ff 


FIRST IN CIRCULATION AND ADVERTISING FOR 28 CONSECUTIVE YEARS 
THE BRANHAM COMPANY 


National Representatives 


DLash/UNCLE SAM IS SPENDING $200,000,000 
THIS YEAR FOR NATIONAL DEFENSE IN HOUSTON! 


Joseph Pulitzer, publisher, St. Louis Post- 
Dispatch, and Dr. Julio Barata, head of 


the Ministry of Information of Brazil, 

talk with other guests at Mr. Pulitzer's 

cocktail party honoring NBC officials at 
St. Louis. 


ing that the “work of selling by 
newspaper representatives is essen- 
tial and important and should be 
continued in the future as in the 
past.” The group’s activities will 
be restricted to creative selling and 
the promotion of group selling to 
manufacturers and jobbers, it was 
decided. 


Haphazard Selling Scored 


A protest against the haphazard 
selling of local newspaper space 
was registered by H. F. Brodie, 
local advertising manager, the Press, 
Pontiac, Mich., whose talk on the 
practical phases of space selling in 
the home market was one of the 
most enthusiastically received on 
the program. One positive point on 
which he dwelt for considerable 
length was the adequate prepara- 
tion of a presentation before calling 
on a customer and he pointed to the 
accomplishments of radio, calendar 
and sign salesmen in this regard. 
“Remember,” he cautioned, “if you 
don’t take anything in you won't 
bring anything out.” 

With the decline in national ad- 
vertising Mr. Brodie 
that it’s the small local advertiser 
who must be depended on to main- 
tain the newspaper’s business. He 
urged visual sales presentations, 


pointed out 


and listed the small local adve 
tiser’s buying motives as profit ar 
economy, comfort and convenien: 
performance, protection and safet 
Among Mr. Brodie’s suggesti 

to salesmen were: Don’t under 

testimonial letters, sell dominati 
use successful advertisements, « 

phasize local building construct 
and never call on an account wi! 
out a complete campaign for t! 

months. 


Radio Discussed 


As usual, the mention of r; 
increased the pulse beat of 
meeting, the discussion being i: 
gated by a request for informa 
from an Inland member as to ! 
much cooperation an independ 
newspaper should give to a | 4! 
radio station. The answers va: 4 
from friendly relations, which 2 
volved printing the programs of °\e 
local station, all the way to ha 
las little to do with the statio: 
possible. One publisher who Oo 
owns a station referred to the ra:jio 
station as an expense while ano? er 
inferred that it was a profitable « »- 


terprise, after which the topic 
sagged into oblivion. 
Announcement was made by 


Charles E. Flynn of the Univers: ty 
of Illinois of an annual local adyer- 
tising contest in which awards ll] 
be given at Inland’s fall meeting to 
|those local advertisements rated 
best by a committee of judges. e 
awards will be under the sponsr- 
ship of Gamma Theta Phi of the 
| University of Illinois. 


Gets Army Post 


Lieut. F. J. Hatch, former head 
of Fred J. Hatch and Associates 
Milwaukee, has been = appointed 


‘ 


personnel and public relations « 
cer for the Ist Quartermaster Trai: 
ing Regiment at the replacement 
|training center at Fort Francis 
Warren, Wyo. He was called 
active army duty last Dec. 31 


Levmore Appoints 

Bernard W. Levmore has ap- 
pointed Deutsch & Shea Advertising 
Agency, New York, to handle ad- 
vertising for Insurance Advisi 
“Service. Newspapers and maga- 
zines will be used. 


5000 


UO 


IS GOING TO CHANGE ITS 
VOICE! 


( AUTHORIZED ) 
DAY AND NIGHT 


WATTS 
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Chicago Admen 
Guests at Showing 
of Phoenix Film 


(Picture on Page 39) 
Ci.icago, May 21.—Trim cowgirls, 
illon hats and colorful necker- 


ten- 

chie‘s, and a Windy City variety of 
-huc's Wagon chow vied for interest 
with color movies of Arizona as 
Chicago admen viewed the film 


produced for the Phoenix Republic 
and (sazette and Station KTAR here 
yesterday and today. 


Newspaper and radio representa- 
tives. agency space buyers and ad- 
vertisers were among the guests at 


the two-day showing of the film at 
the Chicago Towers Club. Bob 
Hall 


national advertising manager, 
tossed in plenty of laughs as nar- 
ator for the movies. 

Guests were greeted by life-size 
fgures dressed like the famous 
character, Arizona Al, one wearing 
a Republic and Gazette carrier sack. | 


Cowgirls presented one and all with 


arge western sombreros and red 
and blue bandanna _ neckerchiefs. 
KTAR’s general manager, Dick 
Lewis, joined Mr. Hall in welcom- 
ng the noon-day crowds. More 
than 200 men and women guests 


ttended the two showings of the 
film 

Starting with a sunrise scene over 
Arizona, the film depicted in full 
color the state’s scenic beauty, its 
Grand Canyon, Painted Desert and 


Petrified Forest, then turned to 
agriculture, mining, lumbering, 


grazing, and irrigation which have 
placed Phoenix and the state among 


the nation’s leaders in production 
ind trade. 

Special issues of the Republic, 
telling how the admen “ate too 


much and went sound asleep,” were 
handed out to the guests the 
movie-goers filed out of the room. 

Guests of the Phoenix newspaper 
and radio station in New York 
viewed the natural color film at the 
Biltmore Hotel last week. 


as 


Approves Continuation 
of Milk Advertising 


Continuation of New York state’s 
milk advertising for another year 
as been assured by Gov. Herbert 
Lehman’s signature of the Hollowell 
bill appropriating $310,000 to 
finance the campaign up to July 1, 
1942 
Of this sum, which is identical 
with the amount for the current 
year, $260,000 was earmarked for 
idvertising, $40,000 for personnel 
and administrative costs of the Milk 
Publicity Bureau in the agriculture 
department, and $10,000 for the 
state tax department. A tax on 
fluid milk, shared equally by dairy- 
men and dealers, makes the promo- 
tion self-liquidating. Daily and 
veekly newspapers in the state and 


spot and program participation 
adio constitute the principal adver- 
using media. J. M. Mathes, Inc., 


New York, directs the account. 


Sommertield to WNEW 

Al Sommerfield, formerly in the 
romotion department of Collier’s, 
las joined Station WNEW, New 
York, as promotion director. 


109,833 folks 
means lots of 


CUSTOMERS! 


Particularly when they're located in 
Metropolitan) Winston-Salem and 
‘ery lost one of them is within fifteen 
“nutes of downtown shopping area. 
Md shen they live in a prosperous 
dustrial area that month after month 
intains an “above normal” average 
0 business activity. 

and lecause they are well able to 
the things they need when they 
eed them, they represent a bang-up 
Portunity for advertisers to make 
les t} ough the columns of the 


JOURNAL and SENTINEL 


® Winston-Salem, North Carolina 
National Representatives: 


KELLY-SMITH COMPANY 
C--Radio Station WSJS—NBC 


ge ae 


no ll 


INSURANCE ADMEN TALK THINGS OVER 


At the spring meeting of the Insurance Advertising Conference in New York, this 


trio found plenty to talk about. Left to right, Clarence A. Palmer, advertis'ng 

manager, Insurance Company of North America, Philadelphia; F. Sidney Holt, 

supervisor of publicity, Aetna Fire Group, Hartford; and Arthur D. Grose, super- 

intendent of the publicity department of The Employers Liability Assurance 
Corporation, Boston. 


Authorize Station 

The Northeast Georgia Broad- 
casting Company, Cedartown, Ga., 
has been authorized to construct a 
new radio broadcasting station with 
a frequency of 1340 kilocycles and 
250 watts power, unlimited time. 


Smith Takes New Duties 

Fred V. L. Smith, treasurer and 
director of Griesedieck Western 
Brewery Company, St. Louis, has 
been appointed general sales man- 
ager, succeeding Robert L. Wind- 
muller, resigned. 


South Dakota Goes 
After Farm, Tourist, 
Industrial Dollars 


Minneapolis, May 22.—With an 
eye to an even larger share of 
America’s per capita wealth, South 
Dakota is launching a_ concerted 
campaign to attract new industrial, 
agricultural and tourist income. 

South Dakota ranked among the 
top states in per capita wealth last 
year, and its 1940 cash farm income 
was 45 per cent above the figure for 
1937, according to A. H. Pankow, 
director of publicity for the South 
Dakota state highway commission. 
Under Mr. Pankow’s. direction, 
South Dakota will spend $35,000 in 
spreading the merits of the Coyote 
state. 

Opening gun of the campaign is 
a full-page advertisement in ADVER- 
TISING AGE, which will be repeated 
in several other business papers. 
Graves & Associates, Minneapolis, 
handles the account. 

Good highways’ which | bring 
spending tourists to the state are 
fanning out annually over an in- 
creasing span of miles. “Build good 
roads and attract new _ tourists,” 
Mr. Pankow contends, “and indus- 
try and agriculture will profit ac- 
cordingly.” The triple theme of 


23 
industry, farming and tourist ad- 
vantages will be linked in the 


present drive with defense efforts, 
wherein South Dakota, with its 
heavy mineral deposits, expects to 
enjoy a full-fledged boom. 


Frost Adds Three 

Harry M. Frost Advertising 
Agency, Boston, has been appointed 
by Bryant and Stratton Commercial 
School, using newspapers and mag- 
azines; Point Breeze, Wolfeboro, 
N. H., and Straitsmouth Inn, Port 
Rockport, Mass. 


Leaves “American Boy” 

Davis G. Kirby, for the past two 
years Western manager of Ameri- 
can Boy in Chicago, has joined the 
staff of Forshew & Jacobus, New 
York, research tabulations. 


Association Adds Four 
National Business Papers As- 
sociation, New York, has added the 
following members: Rug Profits, 
Tires, Soda Fountain Magazine, and 
Grocer-Graphic, all of New York. 


PHOTOS 2«!05¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
matl Send photo or negative We do the rest 
‘huotations supplied for any size. Same lew prices. 
Photo post cards |',0 in lots of 1000. 
Window age Enlargements— Transparencies 
Commercial Photo, 416 W. 45th St., N.¥.C. 
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Ix A world where minds, money, 
maps and taxes are changed all the 
It’s 
harder to change than a century note 


time, the calendar is constant. 


in a coflee shop. Even Hitler hasn't 
tried to Caesar Augustus and 
Gregory XIII reformed the calendar 
and made it stick, but most attempts 
have just been old fashioned failures. 
But now Augustus and Gregory will 
have to shove over for a new guy who 
made good in their department . . . 


Mr. Howard Kurtz. 


Mr. Kurtz is a former flver, now 


and just miss the Harvard game, 
which he always missed anyhow. 

As South American schedules are 
made up of dates entirely, Mr. K. 
looked for a calendar. But the mirror 
showed only a shop full of left-handed 
barbers and a calendar with days 
running backwards. Unable to read 
reverse English, Mr. Kurtz couldn't 
go ahead with the S.A. schedule until 
he was out of the barber chair. He 
promptly decided to do something 


about such a cock-eyed condition, 


AucGustus & GREGORY xi... Gangway | 


produces a 


edition 


superintendent of reservations and 
ticket offices for the American Airlines. 
His days are full of fitting 29 people in 
21-place ships, and notifying Messrs. 
Snith and Apfel, reservations on the 
6:05 flight to Detroit, that they must 
go as Airmail Specials or pick a later 
Office 
Such a 


job takes a lot of heavy thinking, and 


plane when the U. S. Post 


exercises a prior option, ete, 
Mr. Kurtz is always on the job. | 


Oxe pay last fall he decided to 
mix heavy thinking with a haircut. 


While 


on Havre de Grace and the manicure 


the hot towel handler advised — | 


was giving gratis a load of her love 


life, he could concentrate perfectly. 


country. 


The problem was to frame a round 


trip to Rio fora big Princeton alumnus 


SPECIMEN PAGE of the Kurtz contra- or 


“Corrigan cale ndar™’ jor barber shops 


features a 


photographs by 


“Corrigan calendar’. 


good idea down . . 


Eacu year the American Airlines 


calendar. ‘The current 
fine set of color 
Ivan Dmitri: and 


below each Dmitri is the conventional 
table of dates. With the simplicity of 
true genius, Howard Kurtz reversed 
the table under the photograph, so 
the dates faced the other way. And voila 
the perfect barber shop calendar! ‘The 
customers no longer suffer in silence. 
‘The avoided eyestrain and increased 
intellectual efliciency of the U. S. 
barber clientele 


defies calculation. 


A special calendar for barber shops 
did not escape the alert editors of this 
Phe Kurtz calendar made 
news and feature pages from Bangor 
to San Diego. And thirty-seven copy 


desks spontaneously entitled it’ the 


It was one of 


the best space grabs of the year. 


We HAVE mentioned before, with 
annoying emphasis perhaps, that E-F 
Co. are lithographers with ideas. We 
should now like to add the footnote 
that folks with ideas also favor us with 
their business. But whether you have 
‘em, or want ‘em, we play ball with a 


grade of lithography that never lets a 


. or makes it cost 


more, either! Call for our samples, ot 


our salesmen, or both! 


EINSON-FREEMAN CO. nc. Especially Sagacious Lithographers 


STARR & BORDEN AVENUES, LONG ISLAND CITY, NEW YORK 
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Rint-trest Force 
Is Put Behind 
Henderson Group 


Washington, D. C., May 20.—Put- 
ting teeth in the price control pow- 
ers of Leon Henderson’s Office of 
Price Administration and Civilian 
Supply, Attorney General Robert 
H. Jackson has promised OPACS 
the use of the Department of Jus- 
tice’s enforcement machinery when- 
ever necessary. 

The arrangement for cooperation 
between the anti-trust division of 
Justice and OPACS, to avert undue 
price rises, was Outlined in a letter 
from Attorney General Jackson to 
Administrator Henderson. Accord- 
ing to the letter, the plan has the 
approval of President Roosevelt. 


Plan Is Criticized 


The letter declares, in part, that 
“whenever you find that prices are 
being driven up or held up by any 
method or device which is a prob- 
able violation of the anti-trust 
laws, you may certify the case with 
such information as you have in 
support of it to this department. 
The Department of Justice will give 
such cases priority of investigation 
and prosecution and will at once 
begin investigation by the Federal 


Bureau of Investigation, the staff of 


the anti-trust division, and, in ap- | 


propriate cases, by grand juries.” 
This procedure was roundly criti- 
cized by Administration opponents, 


who pointed out that the plan in-| 


volves using laws to force com- 
pliance by business men to orders 
by a government agency which it- 
self has no sanction in law. OPACS 
was created by President Roose- 
velt under his own wide discretion- 
ary powers, without direct action 
by Congress. 

The Jackson letter also provides 
that anti-trust cases will be re- 


ferred to OPACS before prosecution | 


is begun, to determine whether the 
proposed action would _ interfere 
with price stabilization efforts of 
OPACS. Administrator Henderson 
is also asked to submit to Justice 
for advice or additional information 
any proposed price action. 


To Fuller, Smith, Ross 


Olive P. Gately, formerly copy- 
writer for Batten, Barton, Dur- 
stine & Osborn, New York, has 
joined Fuller & Smith & Ross, 
Cleveland. 


Hazelton Named V. P. 


Robert Hazelton, with Carl Percy, 
Inc., New York, for the past six 
years, has been elected a_vice- 
president. 


Adlibbers Elects 

| Erwin Franken, assistant adver- 
| tising manager of Lane Bryant, Inc., 
|New York, has been elected presi- 
dent of the Adlibbers. Herman J. 
Tauber, sales manager of Display 


Counselors, Inc., New York, was 
mamed_ secretary and_ Frederick 
Halpert, art director, Young & 


Rubicam, was reelected treasurer. 


Pangburn to Getchell 


Clifford Pangburn, copy chief on 
RCA and Frigidaire accounts, Lord 
& Thomas, New York, has joined 
| J. Stirling Getchell, New York. He 
was. previously with McCann- 
Erickson, Chicago, and _ Erwin, 
Wasey & Co., New York, working 
on the Ford and Hudson Motor 
Company accounts. 


WCAX Increases Power 


tem, has received FCC permission 
to increase its power from 250 to 
1,000 watts. It was also authorized 
to shift its frequency from 1,230 to 
620 kilocycles. 


Issues Encyclopedia 

Hide and Leather Publishing 
Company, Chicago, will publish its 
encyclopedia of the shoe and leather 
industry in June, representing the 
first volume of its kind ever pub- 
lished for the industry. 


Station WCAX, Burlington, Vt.,| 
of the Columbia Broadcasting Sys- | 
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AN INTERNATIONAL PAPER VALUE 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. Branch Offices 


Made by the Mokers of 


BOSTON « CHICAGO « CLEVELAND 
ADIRONDACK BOND & LEOGER + INTERNATIONAL MIMEO- 


SCRIPT + INTERNATIONAL DUPLICATOR + BEESWING MANIFOLD + TICONDEROGA 


BOOK + TICONDEROGA TEXT «+ 


INTERNATIONAL TI-OPAKE + CHAMPLAIN 
SARATOGA BOOK «+ SARATOGA COVER © INTERNATIONAL OFFSET 
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| Why SURE-JELL delights so many women thet it hes become 
— Amerie » largest selling Powdered Pectin Product ——- 


Sure-Jell starts its seasonal campaign 
with light-hearted copy such as that 
shown here. 


Names Olmsted-Hewitt 


Consolidated Treating Company, 
Minneapolis, has appointed Olm- 
sted-Hewitt, Inc., Minneapolis, to 
| handle advertising of its Life-Span 
cedar poles, using business papers. 


| Baking Co. Appoints 

| Rice-Schmidt Baking Company, 

| Baltimore, has appointed William 
A. Schautz agency, New York, to 

| direct its advertising. 


—— 


Seasonal Drive 
for Sure-Jell 
Gets Under Way 


New York, May 21.—With th, 
opening of the traditional ly. 
making season at hand, Genera) 
Foods Corporation this veg, 
launched its annual summer 
zine and farm paper campaig» fo; 
Sure-Jell, powdered pectin pr 
_ A seasonal effort, the can 
| will continue through Septe »be; 


'with four insertions schedule; {o, 
}each publication on the list. Cop, 
/has been released in farm } ‘pers 


|and some magazines and w |! fy 
‘extended this week to thr re. 
mainder of the schedule. 

| Using the cartoon-strip tech» qu 
| half-page copy with a “home 
| flavor tells the story of a brid’ wh 
astonishes her mother-in-law wit; 
|her ability as a jellymaker. Thy 


|featured illustration depict thy 
| bride as she tells her husba) d, “| 
| hate to brag, but even your mothe 
|admits she never tasted finer jel), 


than this I made with Sure-J«!],” 

On the magazine schedule ay 
Better Homes & Gardens, Co untr 
Gentleman, Pacific Coast edit on of 
Family Circle, Holland’s Magazin 
Household Magazine and McCall's 
In addition to a list of state farm 
papers, the following are being 
used: Capper’s Farmer, Farm Jour- 
nal & Farmer’s Wife, Progressive 
Farmer, Southern Agriculturist ang 


| Successful Farming. Benton & 
| Bowles is the agency. 

| 

cnintbaniadaias 
‘Pinkerton Makes Change 


W. C. Pinkerton, formerly wit 
Chemical Engineering Catalog, ha 
resigned to join the mone! and 
rolled nickel advertising depart- 


ment of the International Nicke 
Company, New York. 
Gallagher to Beck 

| Neil Gallagher, former depart- 


ment store advertising manager in 
Rochester, N. Y., and Atlanta, has 
been placed in charge of publicity 


and sales promotion work for the | 


A. S. Beck Company chain of shoe 
stores, with headquarters in New 
York. 


Announcing 


anew 


address: 


EARLE LUDGIN, INC. 


the thirty-seventh floor 


of 


La Salle-Wa 


the 


cher Building 


121 West Wacker Drive 


Chicago 


THE 
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> Mey 26, 1941 ADVERTISING AGE 25 4 
SALES OF CHAIN STORES Radio Benetits the deadline have been mailed to Other media may also benefit ra 
’ ‘erticare . e nye ibs 
~April~ © Gain & Sedidien Gain advertisers. from the ban, although Murray & a 
1941 1940 or Loss 1941 1940 r Loss from New Ban With this medium closed, north- Malone, streetcar card franchise 
Foo! Chains . cas or we @ wane os as - west breweries are hopping on the holders for the Twin Cities and 
exroger Groc. & sient . e ; on Li uor Ads radio bandwagon and other inter- | Duluth, has set a limit of four such 
ik, Co 19,640,000 +14.7 85,511.42 76,917,501 11.2 qd ests may follow suit. The Hamm accounts. 
) ** yal Te 4,658,814 + 12.3 20,035,550 19,069,606 + 5.1 : = ae P . . 7 ~ ‘i - 
. a : 30,704.154 4107 129095017 118214340 +92 on May 21.—Radio is Brewing Company sponsors a 15- ee 
y- - —__—__—_— - - ~ - = reaping the main harvest in the minute sports show daily over Sta- . 
al cay Toal..F onssna2s Fat agaoK F1Le seAGsTKeeT Hz02T48 +105 |pwin Cities, with the Cowles-con- | tion WCCO, CBS outlet in Minne- Announces Design Contest 
Pk Sears, Roebuck..$ 75,718,580 $ 56,372,006 + 34.3 $242,062,013 $188,654.46: 28.3 | trolled Minneapolis press accepting apolis. Beginning Friday, May 16, Yy ge tony Manufacturing, New 
a- Sp: gel . 5,200,122 4,802,101 = + 8.2 16,089,376 16,882,656 ** no more alcoholic beverage adver- Minneapolis Brewing Company's) *°'®: 4s announced its seventh 
“a Montgomery Ward 58,068,072 45,855,988 +26.6 169,888,781 145,212,564 73 t “ey . annual product design contest 
01 a antes ol a“ > ws tising. Grain Belt beer went on the same a aia nein - 
ct : Total $138,986,774 $107,030,095 +29.9 $428,040,170 $350,749.68 i . . « . offer ing cash awards of $1,000 for 
t gy OF peal 38,986, 7% 7,030,095 20. 28,080, 24 pot earees ¥s Current contracts for such ad- station with a weekly 30-minute the year’s best designs of electri 
rug nats rertici or >} . ; > - , - . : « ee . . . - n 4 
bn “Own $ 677,908 $ 651444 +41 8 2 9 $ 2.859.255 +2 |Vertising are being continued, but show, from 8 to 8:30 p. m. for 13) cally-operated machines, appliances 
=I Pe ples gery oo. ¢ Sy get ao 2.7 no new business has been accepted weeks through Batten, Barton, Dur- or equipment. It closes Aug. 12. 
ee »@ 6,533,810 5,867,096 + 26,272,899 24,093.97 +90 P 2 ‘ ~ 
Or oa : eZ = 9 i : by the morning Tribune or the stine & Osborn. Another 13-week empenenccenesenian 
V Group Total ..$ 9,357,574 8.339.437 +12.2 $ 37,396,980 § 34,200 7 oT) < or j °s since sir rece “oadcas rj star ‘er (oe & M4 ° 
P moe Sat, it Se $ 00,8 ifternoon Times since their recent bro adc ist will start over wCCo Schnaitman Appointed 
* 3 Stores $ 4,700,298 § 159.909 499.7 $ 12.468.718 $ s.to3.en0 449.3 |/alignment with the Minneapolis May 26 when Fitger Brewing Com- G. Hutton Schnaitman has been 
be Consolidated Retail Star Journal. After July 1, no pany, Duluth, takes five minutes on! named local display advertising 
e. res ; 969,206 746,930 +298 3,531,409 3,160,561 11.7 : - ™ iseinaieinent naa : oe iis ™ ee ae , Masi . , oe - 
Seicem wean 3.704.051 2156198 +718 9 968 724 7939.49 4, | Minneapolis newspaper will carry Mondays, Wednesdays and _ Fri-| manager of the Des Moines Register 
Fishman, M. H 409,648 301,568 +35.8 1,254,270 1,087,529 1 any alcohol linage and notices of | days. and Tribune. 
Je Grant, W. T 9,804,501 7,619,482 28.7 31,670,108 27,760,841 14.1 
, Gr H I 4,227,355 3,279,184 + 28.9 13,659,990 11.344.019 20.4 
rg Kr — 14,190,104 11,148,172 + 27.3 47,280,056 $2. 707.608 8 
h K s. H 8,061,656 6,401,020 25.9 27,260,316 “4.201.890 13.1 
it} Lat Bryant, Inc 1,578,6 1,238,443 + 27.5 », 144,945 4,465.88 15.2 
ty Lernet 4,415,426 3,183,150 +38.7 12,604,981 11,467, 47¢ 9.9 
ne Met ry . 4,241,055 3,245,914 + 30.7 14,082,101 12,899,224 +9.2 
he Mc llan Stores 2,160,846 1,595,207 + 35.5 6,841,134 6,016.09 13.7 
oe Murphy, G. C 4,949,471 3,584,775 +38.1 15,980,195 13,870,912 15.2 
i Ne r Bros.. 2,128,444 1,606,402 2 8,444,994 6,074,723 6.1 
ey Ne erry, J. J 4,939,961 3,765,352 51.2 16,372,979 14,3 ro. 14.9 
"4 Penney, J. C 27,554,918 21,173,680 30.1 88,951,558 76,968,642 15.t 
uy We rn Auto 6,027,000 4,323,000 + 39.4 17,336,000 13,418,000 + 39.2 
7 Woolworth, F. W 29,493,567 23,774,872 24.1 101,604,488 93,947,724 + 8.2 
are Sp Tepes + one Sey ce ake ide ie aap a all 
at Group Total. $133,556,232 $101,497,258 +31.6 $432,456,966 $381,285. 799 +13.4 | f is h d 
re pciaciendl cect ands . : +13.4| How a few well-chosen words 
r combined Total...$346,481,905 $274,000,759 + 26.5 $1,143,409,113 $988,763.796 515.6 | 
01 *Four and 12 week period ended Apr. 19. *Four and 12 week period ended Apr. 12 ‘ r 
Me ee ll 
rs : | Will Save many 
= | Upward Climb Select Judges for 
ing hate @ Annual AFA Award 
= t ; | 
. In S ain ore John Benson, Four A’s president; 


' . Anna Steese Richardson, Crowell- | / 

and Sales Continues Collier Publishing Company; and | ar -CaVne 0 ars, 
& Bernard Lichtenberg, president, In- 

Chicago, May 22.—Sales of 28 stitute of Public Relations, have 


chain stores showed a gain of 26.5| been chosen as judges for the an- 
per cent for April, 1941, over April, | nual award given by the Advertis- 


e 1940, according to a tabulation by ing Federation of America, New | a a 

vit ADVERTISING AGE, moving ahead York. The award is conferred upon | @ The Advertising Typographers Associ 
ha from combined total sales of $988,- ®dvertising clubs for achievement ation of America, Inc. has just issued a 
ond 763.796 to $1,143.409.113 in carrying out programs in their | : 


Compar- 


art. ng the first four months of this own community to increase the | on little folder which we suspect may soon 
ke ee © gy © |public’s faith in business and ad- oat » Nebitam ee ae ' 
cke year with a like period in 1940, vertising. . . - aaa be “required reading” for contact men, 
there was a sales gain of 15.6 per A first and second place award | eut your rypoeret copy writers, layout artists and produc 
cent, moving ahead from $988,763,- is offered in each of two classifica- | “ation cont® tion men in many agencies. It’s a modest, 
796 to $1,143,409,113. tions. One group includes clubs | produc ae 
art- Every one of the 28 chain stores | located in cities of 300,000 or over, | { = unassuming little document, unembel 
r in showed gains, the Bond Stores lead- | @nd — other in cities under this | lished by bathing beauties or Hollywood 
ie thie 2 : a number. cue 
has ing the parade with a 99.7 per cent a ere vlamour girls. But it packs some wicked 
city |} gain for April and a 43.3 per cent | i itl 
4 | . . iP Th) ‘ _ Pn 's are , 
bes ' gain for the first four months of | Mutual, Gillette Sign | lops, and these punches are thrown 
SOE thi: ehoaw . . : > ‘ he . hical prod : bill 
: the year. Jewel continued to lead . at the typographical production bill. 
New fm te: wel Co ‘dl to lea’ for Series Broadcast | ee | 
the food chain parade with a 32.7 Ye Ame ’ : 
: es sir, America's first string typogra 
yer cent gain for April and a 30.6! _ Mutual Broadcasting System and : 
—TF ver cent gain for the first four | Gillette Safety Razor Company, phers are out to tell their own customers 
eiditlnn of the year Boston, have signed contracts for 
: . c . 


is eenieecive tiacdnas of tam omen | how costs can be materially lessened, provided a little cooperation is 
World Series over the Mutual net- 
work. Gillette also took an option 
on the 1942 series rights. 

The station list for the series has 
been increased from 285 stations, | 
which carried the games last year, | 
to almost 300. Special provisions | 
are being made for Spanish broad- | 
casts to South America for the first 
time. No announcement of the sum 
paid for the exclusive broadcast- 
ing rights has been made. 


Sears, Roebuck & Co. showed a 
34.3 per cent gain for April to lead 
the mail order group while Peoples 
topped the three drug chains report- 
ing with a 17.8 per cent gain for 
April over the previous year. While 
Bond Stores was leading the variety 
and miscellaneous group, Edison 
Bros. was a handsome second with 
1 71.8 per cent gain in business for 
April, 1941, over April, 1940. 


mixed in, In a reading time of only a few minutes, this fact-packed little 


paper suggests the right way of submitting copy, making layouts, ordering 
cuts, et cetera. Just four pages, 8'ox11, but if you will study them care 
fully and let the message sink in, they'll be immensely valuable to you, 


If you are interested in regulating production costs, and we believe you 


are, we want you to have this folder! \t is yours for the asking—as many as 


you wish, for you'll want to pass "em around to the boys and girls who 


handle the details of preparing an advertisement. If the Ssugyestions are fol 
lowed, you'll find you are getting detter typography for the least possible cost. 
Heinz Dean Retires Write to the Executive Offices, 461 Eighth Avenue, New York City, N.Y., 


W. H. Roth, known as the 


Form Direct Mail Co. 


n Scranton, Pa. 


Names Carl Andrea 


: dean The Advertisers Direct Mail | asking for “How to cut your typographical production costs.” 
f H. J. Heinz Company sales | Company has been formed in Cin- 
branch managers, has retired after cinnati, through a merger of the | . 
#7 years of service with the com-| Advertisers’ Letter Service Com- THE 
sod 4 — 2. at| pany and the Crow Direct Mail * e e 
Pittsburgh y : ' acNiven, | Advertising Company, with offices Ad t Th h A t 
former manager of a Heinz branch | at 105 E. Third wey Partners are Ver ISINg ‘y ogra ers SSOCIA 10n 


Grant F. Gillespie and Orville E. | 
Harris. | 


OF AMERICA, INC, 


- 
Voc 
| 4s % a 


4, 


Wilkening Mfg. Company, Phila- Travel Account to Myers | f \: 

ielphia, maker of Pedrick piston Ask Mr. Foster Travel Service E : 

"ings, has appointed Carl J. Andrea Inc., New York, has placed its ac- fe 7 i 
— . sales manager of its re-| count with Willard G. Myers Ad- u f TYPOGRAPHY THAT SETS UP AN IDEAI 

aacement division. 


vertising Agency, New York. News- 
papers, magazines and direct mail 


MAILING SERVICE" " 
‘Mackin to WMAM 

Joseph D. Mackin, with the ad- 
vertising sales staff of Station 
WIBA, Madison, Wis., has resigned 
to become sales manager of Station 
WMAM, Marinette, Wis. 


Pa 


NEW YORK, N.Y. Tri-Arts Press, Inc 

Type Arrangement, Inc 
Typographic Crattsmen, Inc 
Typographic Designers , Inc 


Kurt H. Volk, Inc 


MEMBERS 


DALLAS, TEXAS 
Jagegars-Chiles-Stovall, In 


Ad Service Co 


Advertising Agencies’ Service 
Company, Inc 


AKRON, OHIO 
The Akron Typesetting Co 


BALTIMORE, MD. 
The Maran Printing Co 
BOSTON, MASS. 
The Berkeley Press 

H. G. McMennamin 


BUFFALO, N.Y. 
Axel Edward Sahlin Typo 


graphic Service 

; When You bMeed —S CHICAGO, ILL. 

: | Arkin Typographers, Inc 
| 


Multigraphing 


Filling-in 
Addressing 


Mimeographing 


THE LETTER SHOP, Inc. 


40S. Dearborn St. Wabash 8655 
CHICAGO 


Advertising Composition, Inc 
Artintype, Inc 


DAYTON, OHIO 


Dayton’s Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


Associate d T ypographers, Inc 
Atlas Typographic Service, Inc 
Central Zone Press, Inc 
Diamant Typographic Service 
DETROIT, MICH. Af 
The Thos. P. Henry Co 

C. Benj. Stapleton Co 
George Willens & Company 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 


Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 
Samuel Katz, Typographer 
Rising-Hammond, Inc 


ee. 


PORTLAND, ORE. 
Paul O. Giesey, Advertising 


Edwards Typography , Inc u 
Typographer 


Empire State Craftsmen, Inc 
Frost Brothers, Inc 
Graphic Arts Typographers, Inc 


ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 


Huxley House 
King Typographic Service Corp. 
Master Typographers, Inc 
Morrell & McDermott, Inc. 
George Mullen, Inc 

Chris F. Olsen, Inc 

Frederick W . Schmidt, Inc 

Supe rior Ty pography » Inc 
Supreme Ad Servic 


J. M. Bundscho, Inc 

The Faithorn Corp 
Hayes-Lochner, Inc 
Runkle-Thompson-Kovats, Inc. 


CINCINNATI, OHIO 
The J. W. Ford Co 
CLEVELAND, OHIO 
Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc. 


SAN FRANCISCO, CAL. 
Taylor & Taylor 


IDEAS “ILLUSTRATIONS | 
‘LAYOUTS “LETTERING 


SEATTLE, WASH. 
Frank McCaffrey 


te 


ec, Inc 


MONTREAL, CANADA 


The Typographic Service Co Fred F. Esler, Led. 


Call- Tred GRAWE 


SUPerior 9528 * 29M MEMiCAN Avs 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY + ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
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suggests: first, careful study of the | plastics. Here textiles face direct expansion of present markets d 
present situation and its implica- competition. In a_ surprisingly creation of new ones, develo; 


How Safe Is the Home? 

Analyzing the home and its con- 
Struction from the standpoint of 
promoting greater safety, Architec- 
tural Record for May finds the gen- 
erally accepted truism that the 
“home is the safest place” is now- 
adays cracking under an accumu- 
lating load of evidence to the 
contrary. Statistics show that acci- 
dents in the home killed 32,000 
people in 1939—a third of all acci- 
dental deaths, within two per cent 
of the number killed in motor acci- | 
dents, and more than twice as many 
as were killed in industry. In ad- 
dition, approximately 3,000,000 per- 
sons were injured in home acci- 
dents — about 375,000 of them | 
suffering some permanent disability. | 

Some idea of the epidemic pro- | 
portions of the problem, says the | 
magazine, may be gathered from | 
the fact that home accidents are the | 
eighth most important cause of | 
death—exceeded only by heart dis- 
ease, cancer, cerebral hemorrhage, 
nephritis, pneumonia, tuberculosis, 
and motor accidents. There is hope, 
however, for a reduction of this toll 
if it is attacked by the same scien- 
tific research and control and pre- 
ventive measures which resulted in 
a 69 per cent reduction in accident 
frequency and a 50 per cent reduc- 
tion in accident severity in the 
period from 1926 to 1939 inclusive, 
the article suggests. 

Based on a survey of home acci- 
dents hospitalized at Cook County 
hospital, Chicago, 1933 and 1934, 
made by WPA under sponsorship of 
Cook County Bureau of Public Wel- 


fare and supervised by National 
Safety Council, accidents in the 
home were divided as follows in 


percentage of the whole: Porches 
and outside stairs, 21; kitchen, 17.8; 
halls, 11.8; living room, 8.4; bed 
rooms, 7: basement, 5.7; dining 
room, 3: baths, 2.6; garage, 1.6. 


| 
Outlook for Zinc 
Is Promising 
Reports concerning the supply of 
certain raw materials of vital im- 
portance to the preparedness pro- 
gram cast a deep shadow in many 
cases, but Metal Finishing for May 
reviews the situation with reference 
to zinc and quotes the American 
Zinc Institute as predicting the 1942 
American output will reach one 
million tons, taking care of all de- 
fense requirements and from 75 to 
80 per cent of non-defense needs. 
During normal years this country’s 
annual consumption of zinc was 
540,000 tons. Production in 1938 
was 478,000 tons and 724,000 tons 
in 1940. 
Canadian plants have materially 
added to their output of zine and 
the publication points out that the 


Mexican smelter which was _ shut 
down for a period because of a 
strike has resumed operation and 


the bulk of its output is likely to 
flow into the United States, or to 
overseas countries which would 
otherwise look to the United States 
for equivalent supplies. 

It would appear that, in spite of 
changes in the world picture and 
particularly the additional capacity 
now under control of the Nazis, the 
United States is holding its place | 
as the largest zinc producing nation | 
and it is quite likely that its per- | 
centage of the world production is | 


Color as a Tool 


Recognized asa modern | 
merchandising tool,color | 
can sell your message, 
roduct and package. | 
or further information, 
why don't you write to 
EAGLE PRINTING INK CO. 


DIVISION - GENERAL PRINTING INK CORP 
YOO SIXTH AVENUE, NEW YORK 


NZ TL 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


steadily rising above past perform- 
ance, the publication concludes. 


Sheet Plastics Invade 
Textile Markets 

Among important issues facing 
the textile industry today is the in- 
creasing competition offered by 
non-textile materials, Textile 
World for May. The advance made 
by plastics in this respect is par- 
ticularly significant and demands 
two-fold action, the publication 


says 


tions; and second, concerted effort 
to improve the quality of present 
products and develop new uses to 
offset the encroachment. 

The position of plastics with re- 
spect to textiles is paradoxical, be- 
ing both a friend and a competitor. 
To textile finishers, plastics have 


_proved very helpful in developing 


new finishes and processes which 
have added to the value and beauty 
of fabrics, thus stimulating con- 
sumption. To weavers and knitters, 
the advent of strip plastics, notably 
cellophane, has opened the way to 
various new and successful prod- 
ucts. 

However, a very different picture 
is presented with respect to sheet 


brief period, sheet plastics have 
won a foothold in numerous mar- 
kets as a substitute for textiles. The 
particular significance of this de- 
velopment is that the use of sheet 
plastics constitutes a broad dis- 
placement of textiles. In addition 
to eliminating the textile fibers in 
such merchandise it also dispenses 
with the major textile operations 
such as spinning, weaving, knitting, 
finishing, ete. The implications to 
the textile industry are self-evi- 
dent. 

The solution of the problem, the 
article points out, is largely one of 
meeting ingenuity with ingenuity. 
Intensified laboratory effort, more 
research and experimental work, 


of manufacturing processes 
will reduce costs, and accele) 
of merchandising activity — 
old phrases, oft repeated, ar: 
the fundamental route to s 
of the problem. 

Some of the items wherein 
plastic have supplanted textj! 
garment bags, umbrella coy: 
women’s hats, raincoats, 
curtains, belts and suspen 


| women’s footwear, handbags 


|many other items have reac} 


/point of development wher 


are about ready for the mar 


WHN Names Stein 
WHN has named David B 
as Chicago representative. 


OFFERS 


MANUFA 


TURERS 


The Insulite Company, famous for a quarter of a century as manufac- 
turers of wood-fibre structural insulating board, makes all types of units 
for the building and industrial field. Because the Market Data Book, 


Business Publications Edition, is the only source of information on all 
trade and industrial markets, it is in constant, all-year-round use by the 
advertising and merchandising executives of this company to study sales 
potentials and the advertising support needed to bui 
numerous and varied markets in which Insulite products are sold. 
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Industrial Advertisers 
Annual Outing June 20 


Industrial Advertisers Associa- 
ton of New York will hold its an- 
nual outing June 20, at the Plan- 
dome Golf Club, Plandome, Long 
Island. Golf will be the chief 
lure, with tennis, bridge, sailing on 
Manhasset Bay and plenty of 19th 
pole activity as adequate counter 

tractions. 

Sherry Quarles, Power, is chair- 
man of the outing committee and 
Jock Stevenson, Business Week, co- 
c airman. 


Delmege to Pettinger 


Leslie Delmege, formerly with 
the Borden Company, New York, 
hes joined Charles J. Pettinger 


Company, Indianapolis agency. 


Bob Hope Leads 
Rivals in Close 
Popularity Battle 


New York, May 21.—Bob Hope is 
leading the pack but five other eve- 
ning radio programs are giving him 
a close battle for honors in nation- 
wide popularity, according to the 
May report of ratings just released 
by C. E. Hooper, Inc. 

Only fractional differences sep- 
arate the half dozen leaders which, 
along with Hope, comprise Walter 
Winchell, Charlie McCarthy, 
McGee, Jack Benny and the Aldrich 
family. 

Jack Benny, after enjoying a sub- 


Fibber 


|meeting at Los 


stantial lead among the 
ers for a year and a 
dropped in popularity 
successive months. Right now, how- 
ever, the field is too closely bunched 
to indicate which favorite will be 
on top when an outstanding leader 


top-notch- 
half, has 
during two 


_emerges. 


Echols Named President 
G. C. Echols, manager of W. W. 
Chambers, Washington, D. C., was 


elected president of the Advertising 
Funeral Directors of America at a 
convention of advertising morti- 
cians at Washington. William Cook 
of Baltimore and Robert Hanley of 
Erie, Pa., were named vice-presi- 
dent and secretary, respectively. 
The group voted to hold its 1942 
Angeles. 


“Times-Star’’ Changes 


Carl T. Finn, formerly advertis- 
ing counsel, has been appointed 
advertising director of the Cincin- 
nati Times-Star. Charles R. Bonner, 
local display manager, has been 
given the automotive classification 
in the national advertising depart- 
ment, and Albert Parker has been 
made head of the local display 
advertising department. 


Joins Hugo Wagenseil 

Stanley H. Jack, formerly gen- 
eral manager of Greenhow Studios 
of Detroit and prior to that copy 
chief and secretary of Russell C. 
pny A Advertising Company, Kan- 
sas City, has joined Hugo Wagenseil 
& Associates, Dayton, O., as head 
of the creative department. 


VALUABLE LONG-LIFE SERVICE 


because of its 


“the ilk als lea ONG: 


INSULITE COMPANY in Minneapolis, Minn., shows 
the Market Data Book at work, | 


Seated is 
Manager, with 


Insulite. 


M. C. 
Advertising Manager G. F. 
Hoppe at his side. 


— i a 


Fairfield, 


Merchandising 


‘Your book gives us much valuable in- 
formation, and from it we can tell what 
the pulse of the market is,”’ 
Fairfield, merchandising manager of 
‘*The Market Data Book offers 
manufacturers a valuable, 
service because of its ‘year-’round’ value 
as a reference manual.”’ 


THE MARKET DATA BOOK 


is used regularly in the offices of 


THE INSULITE COMPANY 


Nationally Known Manufacturer 
of Building Materials 


writes M. C. 


long-life 


dh AO ae ee ae 


Tete Book motion rast 
end a. helpn 
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Thanksgiving 
to Go Back Where 
It Belongs in ‘42 


Washington, D. C., May 20.—Ad- 
vertisers whose Thanksgiving Day 
promotion plans have been compli- 


cated in recent years by the fact 
that different states observed the 
holiday on different days were 


promised relief 
Roosevelt. 

The President told his press con- 
ference that the experiment has not 
worked and that beginning in 1942 
the holiday will be proclaimed for 
the traditional last Thursday in 
November. It is too late to restore 
the former date for this year, he 
said. 

Mr. Roosevelt 
Thanksgiving was 
earnest request of the majority of 
retail interests in the country who 
claimed that a lengthening of the 
Christmas selling season was neces- 
sary to stimulate sales. 


today by President 


pointed out that 
advanced at the 


Most retailers now reluctantly 
agree that the change made little 
difference, the President said. The 


Department of Commerce has 
studied sales records and failed to 
find significant gains due to the 
change. The United States Con- 
ference of Mayors, according to Mr. 
Roosevelt, is about evenly divided 
on the question of the early or tra- 
ditional date. 

Mr. Roosevelt volunteered the in- 
formation that the early holiday 
date was adopted as an experiment 
and that it just hasn't worked out 
as expected 


Nystrom Again Heads 


N. Y. Sales Executives 


Dr. Paul H. Nystrom, 
marketing at Columbia 
and president, Limited Price Vari- 
ety Stores Association, New York, 
has been reelected president of the 
Sales Executives Club of New York. 


professor of 
University 


He is the only president in the 
club’s history to be elected three 
times. 

Other officers elected were: first 
vice-president, Gene Flack, trade 
relations counselor, Loose - Wiles 
Biscuit Company; second — vice- 
president, F. W. Nichol, vice-presi- 
dent and general manager, Interna- 


tional Business Machines Company; 


secretary, S. George Little, vice- 
president, Home Economics Serv- 
ice Corporation; treasurer, Car- 


roll B. Merritt, general manager, 
subscription book department, 
Charles Scribner’s Sons. 

Directors elected were Richard C., 
Lounsbury, passenger traffic man- 
ager, Pan-American Airways, Inc., 
and Don G. Mitchell, vice-president 
in charge of sales, Pepsi-Cola Com- 
pany. Harry R. White continues as 
executive secretary. 


WAGE Signs with ASCAP 


Station WAGE, MBS affiliate in 
Syracuse, N. Y., has become the 
first individual network station to 
sign a new ASCAP contract follow- 
ing terms laid down under the 
Mutual-ASCAP agreement. The 
contract was signed by WAGE 
| President Frank Revoir, Manager 
| William T. Lane and ASCAP'’s John 
Paine during the NAB convention 
in St. Louis. 


| Appoints Foster 


| Howard G. Foster, 
| Timken Roller Bearing Company, 
Newark, has been appointed New 
| England district sales manager for 
Edison-Splitdorf Corporation, West 
| Orange, N. J. 


formerly with 


EXTRA SHARP 
- FOR REPRODUCTION 
PURPOSES 


eo ia 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive .. 
© 415 Lexington Ave. .. 
@ Ninth-Chester Bidg. . 
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NEW YORK 
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Cartoons Fish for 


New Type Customer 
for Ohrbach’s 


Unique Low-Price Store 
Never Mentions Price 
in Advertising 


By JUDITH CORTADA 


New York, May 20.—Nobody 
knows her name or anything about 
her except that she wears a dress 
from Ohrbach’s department store, 
but busy New Yorkers have turned 
with relief from front-page stories 
of international intrigue to smile at 
her goings-on. She never talks 
about the national emergency or 
priorities but her daily pronounce- 
ments in the pages of New York 
newspapers have “laid ’em 
aisles” in busses and subway. 

“She” is the “girl in the Ohrbach | 
dress” for whose existence New 
Yorkers may thank a distinotive 
philosophy of department store | 
merchandising. Created by the agile | 
brain of Melisse, a cartoonist whose 
work has appeared in 
magazines, she has broken mascu- | 
line hearts by the score, stopped 
Broadway shows, caused old friends | 
to quarrel and plunged lovers into | 
the depths of despair—and all be- 
cause she wears an Ohrbach dress. 

This charming little wench— 
whose figure is a series of voluptu- 
ous curves and whose smile ranges 
from the ecstatic to the supercilious 
—provides the central figure for a | 
new series of newspaper ads, an 
institutional campaign which exem- 
plifies the long-standing policy of 
this 14th street store to eliminate 
all mention of prices from its ad- | 
vertising copy. 

Entitled “Around Town . . . with 
Melisse,” each insertion is almost | 
entirely devoted to the cartoon, | 
with a minimum of copy. Light- | 
hearted and casual as it may seem 


AROUND 
THE CLOCK 
24 HOURS 
A DAY 


in the | 


ti 1| Ohrbach 
nationa |Newark and author of 


unique among department stores for 
its exclusive 
copy since the store was established | poration, 


isales and never 


SELLS AN IDEA 


AROUND TOWN. 


with Wel pe 


a friends 

before I wore my Ohrbach dress.* 
wanted Then New York City 
and Hale 4 


A typical small-space newspaper inser- 

tion in the Ohrbach series designed to 

induce a new type of customer to pa- 
tronize the store. 


to the reader, the series was con- 


|ceived with the definite purpose in 
the store a | 


mind of attracting to 
certain type of customer. As ex- 
plained to ApverRTISING AGE by Na- 
than M. Ohrbach, head of the two 
stores in New York and 
“Getting 
store is 


Ahead in Retailing,” the 


which jams the aisles on one day | 


and leaves them empty on others. 
Endeavoring to attract prospective 
customers to the values the store 
offers, Ohrbach copy has attempted | 


| to give the impression that bargains | 


|ean be found 


at the store at any 


'time—not only on one certain day 


| tume, 
| frame. 


well known for the values it offers | 


but wishes to attract more of the 


The series 
marks an attempt to pull into Ohr- 
bach’s more of the “intelligent” and 
discriminating women the type 
who would get a kick out of the 
Melisse cartoons—who are style- 


when a sale is in progress. 
Typical of Ohrbach advertising, 


which has been handled by Grey | 
| Advertising Agency since 1929, is | 
the series of four insertions which | 


appeared this spring in New York 
newspapers. Each featured an illus- 
tration of a girl in a different cos- 
set within a carved picture 

The entire effect was of 
style and quality, given extra mean- 
|ing by the copy, “Where else—will 
you find more perfect accessories— 
hats, bags, gloves, shoes, blouses, 


|jewelry—at amazingly low prices? | 


Consider—isn’t it wise to buy your 
clothes at a store that 
much for so very little?” 

Ohrbach’s deviates from its estab- 


offers so | 


/lished policy only on special anni- | 


versaries when it invites customers 
to visit the store on a certain day. 
Even on these occasions copy 
makes no mention of prices. 


Unusual Operation 


Ohrbach’s can offer quality goods 
at a lower price, according to Mr. 
Ohrbach, for several reasons. Out- 
standing among them is its cash- 
and-carry policy, the fact that it 
handles no alterations and the rent, 


_which is low in the downtown sec- 


| type of women who are intent on) 
|style as well as value. 


ter. 


tion in comparison with the other 
shopping sections of the city. As 
|Mr. Ohrbach puts it, the extra serv- 
ices offered by other stores “don’t | 


ATHLETIC GIRLS WORK FOR CROSLEY 


These two life-size displays will ornament the stores of Crosley radio dealers thi: 


summer, helping to merchandise the Crosley portable. 


Admiring the displays ar« 


J. H. Rasmussen (left), manager of the radio division, and L. Martin Krautte 
manager of advertising and sales promotion. 


Willkie Picture 
Wins Inland’‘s 


Photo Award 


make the garments look any bet- | 


” 


A clean, light, airy institution, 


conscious and quality-bent and at | with capable sales help and the 


the same time enjoy saving a few | 
dollars on their clothes. 
Beginning May 1 in five news- 


Melisse series is 
six papers, and 


papers, the 


j}appearing in one | 


will be added to the schedule next | slogan, 


week. Insertions have been placed | 


four days weekly and will drop to | 


twice weekly in June. The 
will continue through June. 


series 


|ment, the store has made Mr. 


most modern lighting and equip- 
Ohr- 


|bach’s dream of selling good style 


now vat a low price a reality. The Ohr- 


bach policy is expressed in the) 


“A business in millions—a 


” 


profit in pennies. 


Founder's Sons Advanced! 


Ohrbach’s advertising policy is by DeVry Corporation 


use of institutional | 


in 1923. conducts 
mentions prices in 
its copy on the theory that adver- 
tising which maintains a_ steady 
flow of traffic through the store is 
preferable to the type of promotion 


The store never 


William C. DeVry has_ been 
elected president of the DeVry Cor- 
Chicago, and Edward B. 
DeVry has been named secretary- | 
treasurer and president of its edu- 
|cational subsidiary, DeForest Train- 
ing, Inc. 


| 


land the 


| Delta 


Both are sons of the founder of |* 


the 
pany, 


projector manufacturing 
Herman A. DeVry. 


com- 


Chicago, May 22.—The picture of 
| Wendell Willkie being hit by an 
egg as he was campaigning in 
Chicago last fall was given the 
grand sweepstakes award at the 
fourth annual news photo contest 
awards and exhibition at the Inland 
Daily Press Association meeting 
yesterday. The picture was taken 
by Borrie Kanter, of the Chicago 
Daily Times, and was entitled 
Shouldn’t Happen Here.” It also | 
|} won the class A sweepstakes award | 
spot news award. The 
awards are given by the Northwest- 
ern University chapter of Sigma 
Chi, national professional 
journalistic fraternity. 

The class 
was given to Siinto Wessman, Tele- 
gram, Superior, Wis., for his “Look 
at the Birdie.” The first class A 
sports award went to Bernard E. 
Nagel, Detroit News, for his “Joe | 
Louis Misses a Fast Hooking Left.” 
John D. Tucker, News, Saginaw, 


“It | 


B sweepstakes award | 


PU BLI 


BY THE 


HERE, MISTER! 
— SEE FOR YOURSELF 


If you're looking for men readers, here's practically 100% 
male circulation — no dilution, no waste. 

Fact Detective Magazines are men's books — virile, vivid, 
true — the kind of reading matter many men prefer ten- 


to-one over fiction. 


GUIDE DETECTIVE UNIT gives them facts — all the facts 
about detective stories that actually happened, written 
in a distinctive narrative style which is more interesting, 


more absorbing. 


GUIDE DETECTIVE UNIT dominates its field, delivering ‘way 
above its guaranteed circulation and going up steadily. 


It's all newsstand at 15c a copy. 


Check your men's list again — now! Are you getting the 
coverage and impact on men GUIDE DETECTIVE UNIT 


gives you? 


Gvaronteed Circulation 575,000. 
from A.B.C. 


First Quorter Circulation 1941 
Interim Report 


686,572 


Cost per poge per Thousend of Delivered Circulation 


$1.46 


GutoOeE 


GUIDE DETECTIVE UNIT 


OFFICES OF THE ADVERTISING REPRESENTATIVES + 551 FIFTH AVENUE, NEW YORK 
S H E D 


Harry HayvDEN, Advertising Manager 


MAGAZI1 


NES 


Mich., won first for the best feature 
picture with “There Goes Sania.” 
First place for scenic pictures went 
to Jack Kennedy, Council Bliffs 
Nonpareil, entitled “Open Season.” 
| In the class B section first place 
|awards were given to Edward Har- 

ris, Jr., Palladium-Item, Richmond, 
Ind.; Olin N. Piercy, Bloomington 


Pantagraph; Scotty McLeod, Cedar 
Rapids Gazette, and Siinto Wess- 
man, Wis. 


Telegram, Superior, 


Butterick Elects 
Tingle President 


Leonard Tingle has been elected 
president of The Butterick Com- 
pany, New York. He has been as- 
|sociated with the company for 24 
| years, the greater part of that time 
as general manager of the trade 
|division, publishing Progressive 
Grocer and specialized books for 
| retailers. 

Other officers elected were: A. | 
Mayo, chairman of the board; V. G 
|Heimbucher, first vice-president; 
H. A. Tuller, vice-president in 
|charge of pattern sales; T. E. Con- 
|nolly, secretary and treasurer; and 
Osbury omnEtA, 8 assistant secreta ary 


Adopt N. Y. Dress Label 


| As the first step in its $3,500,000 


|campaign to promote New York 
| fashions, the New York Dress In- 
| stitute has adopted a “New York 


| Creation” label, carrying the name 
of the Institute, a miniature repro- 


|duction of the city’s skyscrapers 
and initials of the International 
Ladies’ Garment Workers’ Union, 


| with a statement that the garment 
| was made under the union’s stand- 
ards. The label will be attached 
to all garments manufactured in the 
New York market after July 1 


‘Morgan Named A. M. 

| Will A. Morgan, assistant man- 
| ager for the past three years, has 
been advanced to manager of Con- 
tinental Oil Company, Ponca Cty, 
Okla. 


Witter Joins Butler 

Donald R. Witter, formerly 
Pfister Hybrid Corn Compan) is 
joined Kenneth B. Butler & s0- 
ciates, Mendota, III., to special n 
agricultural accounts. 


ECONOMICA 
_ METHOD O 
PRINTING 


RAPID COPY SERVICE CO 
| 123 N. WACKER DRIVE 
| CHICAGO, ILLINOIS 
Telephone STATE 5977 
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VENDS VARIETY OF FRUIT JUICES IN CANS 


Kan-O-Juice Dispenser Company, Cleveland, has developed this interesting dis- 
pensing machine which vends a choice of six fruit juices in cans, ready to drink. 
When the selector lever is set and the coin inserted, a can is delivered and two 
straws are automatically ejected. Placing the can under a patented sanitary 
can opener completes the cycle. The unit is 76 inches high, 41 inches wide, and 
17 inches deep, and the storage compartment is dry cooled by a quarter-horse- 


power Servel electric refrigeration unit. 


Advertising and sales promotion for 


the device is being handled by Humphrey, Prentke & Associates, Cleveland. 


Heppenstall Launches 
Ad Drive for Tongs 


Half page advertisements, which 
started in May issues of a dozen 
business papers, will be used during 


the balance of 1941 in promoting 
new-type automatic Safe-T-Tongs, 
product of Heppenstall Company, 


Pittsburgh. 

Copy emphasizes the safety fea- 
ture of the tongs, pointing out that 
they eliminate the necessity of a 
ground man or crew in_ plants 
where material is handled by crane 


or hoist. Ketchum, MacLeod & 
Grove, Ine., Pittsburgh, is the 
agency. 


Show Philco’s 1942 
Radios at Two Cities 


Philco Corporation’s line of 1942 
radios will be introduced at two 
conventions, for Eastern distribu- 
tors at Atlantic City May 29-31 and 
for distributors west of the Missis- 
sippi at Del Monte, Cal., June 9-11. 

Launching of the new line will 
be accompanied by advertising and 
promotion of national scope, start- 
ing in June and continuing through- 
out the year. 


Printers Merge 


J. B. Lyon Company of Albany, 
N. Y., printer of the McGraw-Hill 
business papers and magazines, has 
been merged with Williams Printing 
Company. The new company is 
known as Williams Press, Inc. 
Trustees include James H. McGraw, 
Jr., president of McGraw-Hill Pub- 
lishing Company, New York. 


RESPONSE-ABLE 
COVERAGE’ 


in the 
Central Southwest 


KWKH 


SHREVEPORT 
LOUISIANA 


50,000 WATTS 
CBS 


THE BRANHAM COMPANY 
Representatives 


| 425.683 Listening Families 
CBS Audit-Nighttime Coverage 


Emergency Slant 
Used in Small 
Brillo Campaign 


New York, May 22.—With priori- 
ties already imposed on the nation’s 
aluminum supply, Brillo Mfg. Com- 
pany has intro- 
duced a new 
copy theme in 
its newspaper 
advertising, em- 
phasizing the use 


ALUMINUM 
SHORTAGE SEEN 


! 


of Brillo cleans- ty and 4 
ing pads as a — = 
means of length- > a ' 
ening the life of @° 24 

pots and pans. 


Interspersed 
with regular 
selling copy in 
the schedule of 62 newspapers, the 
new keynote features the headline, 
“Aluminum Shortage Seen” 
produces a newspaper story 
which the aluminum shortage 
reported. Insertions are 37 and 
lines in size. 

It is expected that the emergency 
theme will be used throughout the 
current year. Al Paul Lefton Com- 
pany is the agency. 
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Witmer Wins Appeal 


The Arkansas supreme court has 


reversed and remanded a county 
court case in which the Arkansas 
Dailies, Inc., obtained an _ injunc- 


tion against Wallace Witmer Com- 


pany, Memphis, preventing it from | 


representing the Fayetteville Demo- 
crat and Harrison Times in the na- 
tional advertising field. 

The case was built about the fact 
that Witmer was formerly manager 
of Arkansas Dailies and knew its 
trade secrets. The court ruled that 
“it is allowable for an employe to 
use his experience and knowledge 
gained while working to set up his 
own business after leaving his for- 
mer employer.” 


NIAA Chapter Elects 


Lowell H. 


Swenson was elected 
president recently of the Twin 
Cities chapter of the National In- 


dustrial Advertisers Association. 
Others named were O. J. Ellertson, 
vice-president; D. D. Knowles, sec- 
retary; Earl Rooney, treasurer; and 
Gerald F. Hoppe, publicity chair- 
man 


Pinnia Makes Change 


Joseph Pinnia, formerly with the 
Daily Journal, Medina, N. Y., 
been appointed advertising 
ager of the Medina Tribune, 
ceeding Fletcher H. Johnson, 
| signed. 


has 
man- 
suc- 

re- 


; en a 3 Sais ee 
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Reeves Checks 
Wheaties Radio 
Commercials 


Minneapolis, May 22.—To facili- 
tate operations for their field men, 
Knox Reeves Advertising, Inc., now 
furnishes them a new device which 
includes portable radio, 12-inch rec- 
ord carrier, and electric turntable. 
The new single unit supplants a 
bulkier setup from last year which 
came in two units and lacked a 
portable radio. 

The Reeves agency orders record- 
ings taken of Wheaties-sponsored 
baseball broadcasts at various 
points throughout the country, 
about 10 days in advance of the 
field man’s visits to that city, re- 
cording the full commercial content 
of each broadcast. 

These recordings are played back 
in the Minneapolis office. The plat- 
ters are then sent to the field men, 
with constructive comments. Upon 
the field man’s arrival in that city, 
the disc is played to the announcer 
concerned. A new recording is then 
made, incorporating home office and 
field man’s suggestions—and both 
dises are sent back to Knox Reeves 
headquarters. 

From six to eight recordings dur- 


| ing the season are made of each an- 
the | 


nouncer’s commercials along 


circuit, with no set schedule. This 
avoidance of routine helps keep an- 
nouncers on their mettle; and so far 
has resulted in a higher caliber of 
commercial handling than obtained 
last year. 


Renews “Strawberries and 
Cream” Advertising 


The Milwaukee Dairy Council, 
pleased with the success of its 
“strawberries and cream” ad cam- 
paign last year, will conduct a sim- 
ilar promotional drive this June. 

Newspaper advertising and paper 
collars around milk bottles will be 
used. The state agriculture depart- 
ment cooperating on behalf of 
strawberry growers. 


is 


Advance Fuqua, Braden 


Tom Fuqua, advertising manager 
of General Shoe Corporation, Nash- 
ville, has been appointed sales man- 
ager of Richland-Davidson Shoe 
Company, a General Shoe division, 
succeeding Jack Braden, who has 
been named general manager of 
Barrett Shoe Company, Frankfort, 
Ky., another company division, 


Accounts to Staley 

Staley Advertising Agency, Inc., 
Fort Wayne, Ind., has been ap- 
pointed by Woodlin Metal Products 
Company and Osomatic Products 
Company, both of Marshall, Mich. 


Revive Buffalo Budget 


Continuation of Buffalo’s division 
of publicity after July 1 was 
sured recently when the common 
council voted an emergency $14,000 
appropriation to advertise the city 
and attract tourist trade. The 
council had at first refused the 
funds, but reversed its stand on the 
recommendation of numerous civic 
groups. 


as- 


Bonsib Gets Account 


Bonsib Advertising Agency, Fort 
Wayne, Ind., has been appointed to 
handle advertising of the new War- 
ner stock tank heater, for the Na- 
tional Ideal Company, Toledo, sales 
division for the Warner Brooder 
and Appliance Corporation, North 
Manchester, Ind. Farm publications 
probably will be used. 


Day-Brite to Anfenger 


Anfenger Advertising Agency, 
Inc., St. Louis, has been appointed 
to conduct magazine and business 
paper advertising of Day-Brite 
Lighting, Inc., St. Louis. 

8x10 c each 


in quantity 


if you can't send samples of the product itself, 
send genuine photographs Photos pep uo sales 
portfolios, mailing pieces, counter displays. Phe- 
nomenally low prices all sizes! Send for rates. 


MOSS PHOTO SERVICE 
New York City 


155 W. 46th St 


U. S. Tires, 


Lowe Bros. 


get this increase. 


hey. USE DEALER 
SIGNS TO 
INCREASE SALES 


Pittsburgh Paints, Kelvinator, West- 
inghouse, Delco-Heat, Shell Oil, 
Paints, 
Frigidaire, D-X Gasoline, White 
Rose Gasoline, these and many 
others use *ARTKRAFT Signs to 


14.6% 


*Audited and certified aver- 
age sales increase by dealer 
survey. 


SIGNS OF 
LONG LIFE™ 


"REG. U.S. PAT. OFF. 


Analysis 
Catalog 
a Successful Dealer Sign Program,” 
proof that national advertising can be 
made 


dealer signs. 


*Artkraft, world's largest manufacturers 
of signs for every use, can 


unprejudiced 


of above mentioned surveys: 


a brochure “How to Set Up 
and 


5 times as effective by 


using 


0) Neon tubing inspected six 
0) Wired to highest specifica- 
OC) Proof of low maintenance 


0) One year guarantee. 
CO) Underwriter's label. 


999 \000°/ 
fect sian, | d by 
Audited and Certi- 
fied ae 


ra 


rove 


average 


made thy ugh 


tomer resea;r h. 
cu 


SIGN BUYING 
CHECK CHART 


0) Patented *Galv-Weld rust- 
proof, vibrationless frame 
construction. 


C) Wet process, 30,000 - volt 
tested, short- proof insu- 
lators. 


C) 30,000-volt tested high- 
tension cable. 


OQ) Letters patented embossed 


out of steel background, 
More readable all angles. 
Indicate quality. 


a) New, standard transformers, 
engineered to each sign, 


loaded only 85% of manu- 
facturer's rating. 


QO) 10-year guoranteed Porce- 


lain enamel. (Will last a 
lifetime.) 


times. 
tions. 


cost. 


C) Four A. F. of L. Union labels. 


give you 


and authoritative advice. 


by... ARTKRAFT SIGN COMPANY 


GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 
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4 in the most Forever Yours wrappers 
Mars Dr. I. Q. and box tops. Cash bonuses and 
bicycles will be given each week 


Junior Show Is 
Lusty Youngster 


Chicago, May 21.—Instead of suf- 
fering the decline forecast for radio 


to individuals and groups sending 
in the most wrappers for the week. 
The contest closes July 23. 


Ads Boost N. C. Tourist 


quiz programs the Dr. I. Q. show 
broadcast over the NBC Red net- Trade to Top Spot 77 
4 work Monday nights has given birth | Advertising has enabled North 
Pras shee ae ,.| Carolina to boost her tourist trade 
wy to a lusty young-| from $35,000,000 in 1937 to $115,- 
ster called the 000,000 last year, according to J. C. 
Dr. I. Q. Junior | Baskerville, of the state advertising 
Show, which} division. 
uses the same The department receives more 
technique in a/|than 300 inquiries a day from peo- 
juvenile show | ple who have read North Carolina 
Sunday evening, | advertisements in newspapers and 
Both shows are | ™@gazines throughout the nation. 
“This program has resulted,” Mr. 
sponsored by | Baskerville said, “in the state ‘tour- 
Mars, Inc., ma-| ist crop’ being the most important 
ker of Forever crop produced, exceeding in reve- 


Yours, Milky 

Way, Snickers, | 

the Mars’ Bar Ads Tell Public 

and Three Mus- | = 

keteers confections. About Parking Areas 
Jimmy McClain, the Dr. I. Q. of Milwaukee 


nue even the tobacco crop.” 


Jimmy McClain 


Downtown parking 


Monday night’s show, fills the same | station operators used large-space 
role for the juvenile program, as |€Wspaper ads to acquaint the 
does his staff of assistants. In his | PUblic with the location of parking | 


facilities as the result of an ordi- 
nance prohibiting parking on Wis- 


spare time Mr. McClain doubles as 
radio director of Grant Advertising, 


consin avenue—Milwaukee’s main | 

the Mars agency. The audience | thoroughfare. 

consists of youngsters fortunate Copy declared that 346 parking | 

enough to get tickets which are!lots and garages conveniently | 

passed out to schools, clubs and | located throughout the downtown | 

oe youth groups. Instead of giving district have a capacity of more | 
maa dollars to those who answer queés- than 16,000 cars. | 


tions correctly Dr. I. Q. gives dimes. 


Opening in Washington, D. C. Omaha Ad Club Elects 
May 11, the program moves to To-| Irving Benolken, vice-president | 
ss ledo June 1 and will follow the | of Klopp Printing and Lithograph- 


same route as the Dr. I. Q. show of | ing Company, was elected president 


Monday night. The reception for | of the Omaha Advertising Club at 
the junior program has been so | the group's final meeting for the 
wholehearted that the Mars agency | Season. B. C. Corrigan, Omaha 

World-Herald, was named _  vice- 


feels certain that it has hit upon a 


, yresident and J. H. Emerick, North- 
business builder of uncommon pro- presid 


nea western Bell Telephone Company, 
portions. : secretary-treasurer. New directors 
As a matter of fact, there is per- | are Charles Gallup, William G. 


haps a more direct sales stimulation 
in the juvenile show because of the 
premiums which are being awarded 
for groups and individuals sending | 
in Forever Yours wrappers and box 
tops. There are ten grand prizes 
of fully equipped clubhouses offered 
to the boy and girl groups sending 


Murphy and Eugene Skinner. 


To McCandlish 

Pierce Wilmot Anthony, formerly 
advertising manager of Science 
Magazine, Lancaster, Pa., has joined 
the McCandlish Lithograph Cor- 
poration, Philadelphia. 


FREE MAILING 


LISTS 


for advertisers 


_ ~~~ \ KNOW YOUR MARKET! 


One of the big problems of a Sales Man By using the Baking Industry Blue Book 


ager is getting adequate and currently you can tie-in your trade journal promo 
rcecurate information about his worth tion with direct mail efforts that Ait the 


while prospective customers 
Advertisers BAKERS’ HELPER 


have an advantage in solving this problem. 


mark, No matter how carefully prepared, 
t direct mail piece is only 
list to which it is sent. 


using 
is good as the 


Because the Blue 


They have the free use of an editorial 

service known as the Baking Industry Book ix constantly revised, its accuracy 

Blue Book This Blue Book contains per md selectivity is considerably above that 

petually uptodate information about of the ordinary mailing list. 

7.000 bakeries re » 7 
The Baking Industry Blue Book is more You can get from this Blue Book full 


than a mailing list It's a constantly names of your prospects, and an idea of 
revised looseleaf book full of helpful their size, age and type If the Baking 
facts. It lists not only the names of Industry offers a field for your product 
executives but number of trucks, number the services of BAKERS’ HELPER and 


and types of ovens, type of foods baked, 
total number of employees, method of dis 
tribution, annual gross sales, ete. 


the Baking Industry Blue Book can help 
you reach buyers in minimum time, with 
minimum waste 


Further details on the Baking Industry Blue 

a” enn are contained in this 16 page booklet—alseo 

useful information regarding other services for 

ndvertixsers, Write for your copy, free of charge or 
obligation. 


AKERS’ HELPER 
B. mit ILPE 


127 W. Sth St. 
Los Angeles 


ae Ss. Wells Set. 
Chiceage 


270 Broadway 
New Vork 


Yes | 


like 
1940-41 


to “get acquainted. 


REPORT booklet. 


would 


Please your 


Name 


Company 


Address 


ntg 
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Getting Personal 


Jean Kentle, Pasadena newspaper correspondent, wife of Russell W. 
Hornbeck, Los Angeles lithographer, has been awarded a certificate 
of honor from Theta Sigma Phi, national journalistic society, and a 
cash award from the California Newspaper Publishers’ Association 
for her work as correspondent. . . F. O. Wyse, publicity mgr., Bucyrus- 
Erie Company, South Milwaukee, is nursing a beautiful spring crop 
of poison ivy... 

From Benton & Bowles comes word that the production department 
is really living up to its name in a big way. Two members, Joe Clark 
and Dick Kimble, announce the arrival of baby girls. . . Janet Clark, 
Joe’s second daughter, and Ann Kimble, Dick’s first daughter and 
third child. . . 

B&B’s copy department will be minus a bachelor when Jud Irish 
marries Helen Hibbs of Philadelphia June 28th... 

Among the bosses of the Seraphic Secretaries of America is Henry 
Legler, of Warwick & Legler. His secretary, Dorothy Airheart, is 
secretary-treasurer of the organization which was formed a year ago 
to promote among private secretaries a considerable list of virtues— 
politeness, patience and what-all. . . 

Paul N. Schlife, of Elmo Roper’s staff, is taking a vacation from 
market research and consumer studies while on a honeymoon with 
the former Mary A. Kemp, of Brooklyn. . . 


KNOCKS HOLES IN THINGS WITH A PISTOL 


Stuart D. Ludlum (left), radio copy chief at J. Stirling Getchell, is an expert 
pistoleer, and placed high in several .22 caliber events at the recent National 


Midwinter Pistol Championships at Tampa. Mrs. Ludlum is second from the right. 
Other advertising crack shots, not shown here, include Miralotte Sauer Ickes, a 
secretary at Getchell, one-time women's small bore rifle champion of the Chicago 
area, and G. B. Gunlogson, Western Advertising Agency prexy, Chicago, who 
participated in the recent championships at St. Petersburg, Fla. 


Past presidents of the Columbus Advertising Club took charge of 
a recent program honoring Gus K. Bowman, retiring president. 
Jack Surrick, s. 
baked bean eating record after spending a “New England Saturday 
night” at Dr. Donald A. Laird’s place on the Connecticut river. . . 

Herman Jaffe, New York printer and editor, has been awarded the 
Decoration of Merit by the Lebanon Republic. .. Burton Browne, pres., 
Burton Browne, Inc., Chicago agency, instigated a spurt in the cigar 
business beginning May 6, the date on which Belinda Ann Browne, 
weight 7 lbs., arrived to wind pop around her little finger. . . 

H. Jack Lang, pres., Lang, Fisher & Kirk, Cleveland, has authored 
a book of unpublished Lincoln letters entitled “The Wit & Wisdom 
of Abraham Lincoln.” . . J. Lyle Kinmonth, ed. and pub. of the Press, 
Asbury Park, N. J., and Miss Mabel Thurston Brazer, Pasadena, were 
married recently at the Episcopal Church of the Savior, San Gabriel, 
+ 

Miss Isyla Powers, society ed., the 
Hugh Wales Lee, the Record’s a. m., were wed May 13. They'll live 
at Chesire, Conn. .. Harry B. Tove, New York, ad counselor, is author 
and publisher of a little book entitled “‘My Buddy and I,” designed 
for service men. Donald R. Dawson, promotion mgr., Portland 
Oregonian, married Arilla Ruth McLaughlin May 16. . . 

Walter D. Fuller, pres., Curtis Publishing Company and the Natl. 
Assn. of Mfrs., will give the commencement address June 3 and 
receive an honorary degree of doctor of laws from Lincoln University, 
oldest of the country’s schools for negroes. MacManus, John & 
Adams, Detroit, celebrated its seventh birthday May 9 with a half 
holiday which included a luncheon for the women and recreation and 
dinner for the men. . . 

W. Frank McClure, of Lane, Benson, McClure, Chicago, has just 
returned from a month’s vacation in California where he was kept 
busy visiting O. C. Harn, formerly in charge of the ABC, attending 
a meeting of the Los Angeles Advertising Club addressed by M. C. 
Meigs, pub., Chicago Herald-American, on the air defense program, 
visiting the MGM studios, attending a Charlie McCarthy broadcast 
and also a broadcast of Jack Benny and the Quiz Kids where he saw 
Louis G. Cowan, producer of the Quiz Kids 

Edgar L. Bill, pres.. WMBD, Peoria, was awarded an honorary key 
for outstanding civic service recently by Zeta Pi, honorary business 
and professional fraternity of Bradley college. Roger K. Huston, 
in charge of radio sales at Columbia Square, Hollywood, is using a 
crutch these days as the result of a sprained ankle received in a bad- 
minton game with Ernie Bagge, KNX sales dept. . . 

Abe Schiller, pres., Outdoor Displays, Passaic, N. J., and past pres. 
of the Passaic Kiwanis Club, won the cup at the club’s annual golf 
tournament at Mountain View Country Club, New City, N. Y. . . 
Wallace Boren of J. Walter Thompson Company, New York, the Wally 
Boren who writes “Wally’s Wagon” in This Week, is featured in a 
special presentation just released by the magazine. . . 

A sack of silver dollars went to Fred Hellar, production mgr. of 
Street & Finney, at the luncheon celebrating his 25th anniversary 
with the agency... 

At the ABP meeting at White Sulphur Springs Karl Mann, pres. 
of Case-Shepperd-Mann, walked off with the low-gross 36-hole golf 
trophy for the third successive year . Maje Williamson, McGraw- 
Hill v. p., took top honors in the skeets shoot. . . Joe Gerardi, ABP 
legal counsel, grabbed the barnyard golf cup for the third time and 
now can keep it permanently on his shelf... . 

Yale Farms, Greenwich, Conn., will be the new address of James 
Linen, 3rd, assistant advertising director of Life, who has purchased 
a palatial residence there. . . 


Record, Meriden, Conn, and 


m. of Philadelphia’s WFIL, is claiming the all-time . 


| 


| 
| 
| 


Hanes Knitting 
Puts 876 Dailies 
on 194] List 


Winston-Salem, N. C., May : 
P. H. Hanes Knitting Company ),as 
marked its 29th year of consume; 
advertising by informing de 
throughout the country that a 
paign has been released 


in 
newspapers covering every te. 
Hawaii and the District of po. 


lumbia. The program was descr ped 
as one of the largest advert. 
drives ever launched in the un (er. 
wear field. 

Illustrated by line drawings. the 
Hanes copy will strike a light ote 
with an appeal to “8 a. m. ath 5” 
who “sprint through the s¢ 1ds 
from alarm clock to the front r’ 
and who like to “climb into cor fort 
in a hurry.” N. W. Ayer & Son, 
Philadelphia, is the agenc in 
charge, having handled the acc unt 
since 1912. 

A dealer portfolio distribut: 
Hanes offers free mats for u 
local retailers. Last year, the ©om- 
pany reported, 27,841 tie-in ads 
were placed and paid for by |oca! 
dealers. This total represented a 
increase of 5,510 over the pre, jou 
year, 


NBC Blue Network 
Issues Rate Card 


The first radio network rat 
issued since the FCC report on reg- 
ulation of networks, has 
mailed out by the Blue network of 


| National Broadcasting Compa) 


| stations 


| 
| 


| 


| 
| 
| 


The new card points out that 22 
have been added to th 
Blue network since the first ot 
year. Improvements to station fa- 
cilities are also reported, inclu 
11 power increases completed in the 
first four months of 1941. 


Elect Jane Kinney 


Jane Kinney of the B. R. Baker 
Company was named president of 
the Women’s Advertising Club ot 
Cleveland at the group’s recent 
annual election meeting. Othe 
officers are Jane Weaver, Station 
WTAM, vice-president; Margaret 
Converse, Judson Printing Com- 
pany, corresponding secretary; Lu- 
cille Smith, Ohio Farmer, recording 
secretary; and Frances Sawyer, 5. P 
Mount Printing Company, treas- 
urer. 


Seek to Curb Control 


of Liquor Commission 


The Michigan senate has ap- 
proved a bill which would take the 
state out of the liquor-buying busi- 
ness. 

Under its provisions, the liquo 
control commission would be fo 
to dispose of an estimated inventory 
of $5,000,000 worth of liquor 
to set up warehouses in whic! 
tillers could deposit their stocks 


Grape Bill Approved 

The California legislature ha 
approved a bill providing that all 
containers of grapes bear a_ lab 
with the name and address of th 
original packer and the variety 0! 
grapes, as a means of protecting 
consumers. 
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JOHN BLAIR & COMPANY 


National Representatii:* 
of Radio Stations 
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Writer Sues Agency 
Over New Program 
for Wrigley 


New York, May 21.--A dispute 
ever the preparation of a new radio 
program for the William Wrigley, 
Jr. Company, Chicago, came to light 
here last week with the transfer of 
a $10,000 suit brought against Mc- 
Cann-Erickson by Marie Sullivan, 


writer, from New York Supreme 
Court to United States District 
Court. 


Miss Sullivan claimed she entered 
into contracts with the agency un- 
der which the latter was to pay ex- 
penses incidental to the preparation 
of radio scripts for a serial program 
to be sold to the Wrigley Company. 
According to the complaint 


Mc- | 


Cann-Erickson was also to pay costs | 


of recording the original script for 


presentation to Philip K. Wrigley, | 


president. 


Under terms of the contracts, the | 


plaintiff charged, the agency was 
not to “divulge, explain or sell 
plaintiff's program to any other in- 
dividual, partnership or corporation 
without express consent and ap- 
proval of plaintiff... Miss Sul- 
livan also claimed McCann-Erickson 
breached the contract after she had 
personally incurred expenses of 
$3,000 incident to preparing the 
projected program, and she asked 
an additional $7,000 for damages 
and breach of contract. 


Peach Growers Plan 
Largest Campaign 


Peach growers in Georgia and the 
Carolinas plan the most extensive 
advertising and merchandising cam- 
paign in history for 1941, according 
to Emmett Snellgrove, executive 
director of the Georgia Association 
of Peach Growers. 

Newspaper advertising and dis- 
play material for stores will consti- 


tute the major share of the pro-| 
gram Manufacturers of cereals 
and other foods which can be 


served with peaches are being lined | 


up to aid the drive during the sum- 
mer months. 


Fight in Canada 

The Supreme Court of Canada 
has dismissed an appeal by Dr. 
David Cowen, Spokane, Wash., den- 
tist, and the News Publishing Com- 
pany, Nelson, B. C., in one of the 
most famous lawsuits in Canada. 

They had appealed from a British 
Columbia appeals court judgment 
which upheld legislation 
dentists from advertising in the 
province when they were not actu- 
ally registered in British Columbia. 
Dr. Cowen had advertised exten- 
sively in the Nelson Daily News. 
Suit against him was instituted by 
the British Columbia College of 
Dental Surgeons. 


Kossove Appointed 
Edward Kossove, formerly vice- 
president of McKesson & Robbins, 


Inc.. Providence, R. I., has been 
ippointed sales director of Belle- 
font Associates, Cranston and 
Providence, maker of coffee concen- 
trate 


“nging from calendars to candle 

. ks * amazing new 912 page 

lercha ser is the complete answer 

yo ool Will Gift considerations 

r 1% Simply indicate your prob 

' essed to department AA on 

ss letterhead, and this big 

fe tax will be on your desk within 
few 2 


ASKS PUBLIC TO CRUSH LEWIS' POWER 


Listen Amer Ud, 


the worst is yet to come-unless... 


¢ blow! - 

But thet is for from oll. By the very words of 
the contract, he would have the right te strike 
any ond every mine ot any time ot bit ows will or 
pleasure Me would have the right te shut of ony 
end cvery industry from its coal supply Me would 
beve the right te deprive any end every city of 
light, beat and power 
D> We be 


John Lo Lewe has made 


we already agreed to almost every demand 
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A men who hold the paler hand th ave or ast | 
death of every ind y But that's - 
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bulk of our cituzens de 7 
Shr 
BD You think we exaggerate 
. 
It's there in black and white 
der threat @ dered 
ting Of an) oF the crossing of et) Tt e there in fob 
L Lewes own mnuster words He demands of Southern bemg. your sa! perhaps 


Lew While America slept, he 
bes creftily goined o death-grip on the one indus- 
try which effects the destinies of afl others. Now 
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> 
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Ne 
Here's what will happen in Chicago if 


John L. Lewis strikes the coal mines! 


Athen a lew weeks t Ghteng oye 


SOUTHERN COAL OPERATORS WAGE CONFERENCE 


WASHINGTON BUILDING + WASHINGTON, D.C. 


REPRESENTING: 


Operoter + Aus of Wihomson Feld 
Big Sendy-tlkhern Coe! Operators Ass» 
Mererd Coa! Operators Assn 
Kenewhe Cow! Opereters Ass a 


Leges Coe! Operators Ans & 
Southern Appelochier Coe! Operetors Ann 
New River Coo! Opereters Aus 


Greenbr er Coe! Operators Aus 

Upper Buchonen Smoteless Coo! Operation Ana 
Merlen County Coat Opergrens Aun 

Virginie Coe! Operators Ass a. 


The Southern Coal Operators Wage Conference takes its union contract quarrel 
with mine leader John L. Lewis to the public with this six-column newspaper 


warning that Lewis seeks control of the country's industry. 


Copy appeared in 


17 newspapers in |! major U. S. cities, and was placed through Roberts & 


Reimers, New York. 


A box warns what will happen in each city if Lewis "strikes 


the coal mines’ again, and readers are asked to write Washington officials in 


tion 
| 


Richfield Radio 
Program, Point 
of Sale Expanded 


New York, May 21 —Expansion 
of its radio schedule and increased 


emphasis on point of sale promo- 
will highlight Richfield Oil 
Company's advertising program for 
the remainder of this year, accord- 


ing to B. N. Pollak, advertising 
manager. The campaign will be 


built around Richfield’s sponsorship 
of Arthur Hale’s “Confidentially 
Yours” program, which has been 
extended to 30 stations of the Mu- 
tual Broadcasting System, on a full 
52-week schedule, three 
week 

Harnessing the public’s intense 
interest in war developments, the 
oil company will continue distribu- 
tion of a worldwide news map, 3,- 
000,000 of which have already been 
handed out by Richfield dealers. 


times a 


| Later in the season dealers will dis- 


tribute a folder called, “Who's Who 


in the Army, Navy and Marine 
Corps,” as a means of identifying 


the rank and identity of members 
of the nation’s armed forces. Other 
station giveaways will include a 
fisherman's calendar. 

To dramatize the “million dollar” 
gasoline test, in which a double- 
your-money back offer was ex- 
tended to 370,000 motorists, Rich- 
field dealers are passing out mil- 
lion-dollar — bills. The advent of 
warmer weather will be marked by 
a “straw hat” special, with cutouts 
and the 
ovel 


posters stressing change- 
service 
Hixson-O'’ Donnell 


the agency 


Advertising is 


Racine Club Elects 


Bertram E 
advertising 
Company, 


Skinner, assistant 
manager of J. I 


has been elected presi- 


dent of the Racine, Wis., Advertis- | 


ing Club, Other officers named were 
Dale 


Karstaedt, advertising man- 
ager, Racine Journal-Times, vice- 
president, and Robert Wentsel, 


Western Advertising Agency, secre- 


Issue New “Post Stories” 


Curtis Publishing Company, Phil- 
adelphia, has published its new 
“Post Stories of 1940,” a collection 
of 21 short stories which appeared 
in the pages of The Saturday Even- 
ing Post. 

The list was compiled after each 
editor made a selection of approxi- 
mately 20 stories from among the 
226 published by the Post during 
1940. 


Takes Larger Offices 


F. E. J. Wilde Corporation, New 
York, maker of traveling message 


signs, has moved to larger quarters 
in the Newsweek bldg., 152 W. 42nd 
street. 


NEWSPAPERS 


LOCAL LINAGE! 


Great. famed. conservative 
newspapers are using the Oren 
Arbogust PLAN; have used 
it since January 6th, this year. 
In many newspapers it) paid 
its way for an entire year 
within the first seven weeks. 
The PLAN is a plan they can 
get behind and shove; and it 


PULLS. bt teaches merehants 
that the American newspaper 
is their priceless privilege: 
teaches them HOW to plan 


and write smart. modern, re- 
sultful newspaper advertising. 
It brings in new small adver- 
tisers: old advertisers 
the profit in continuity. In 
competitive situations, it is a 
welcomed powerful aid, Write 


show = 


Case 


for descriptive brochure. 


OREN ARBOGUST 


ADVERTISING 


Thirty N. Michigan Ave. 


CHICAGO 


| 
} 
\ 


protest. tary-treasurer 
Radio Helps Food 
Store Inaugural | 
A total of 45 15-minute radio | e e 
shows over a_ week-long period, 
plus participation in Art Baker's 0 Ww é y IS é ty In 0 C @ S é I 


and Fletcher Wiley’s daily broad- 
casts on Stations KFI and KNX 
helped make a success of the formal 


|}opening of Surv-All Food Depart- 


barring | 


{during the inaugural. 


ment Store, Los Angeles, early in 
May. 

A minimum of 75,000 persons was 
estimated to have visited the store 
Radio pub- 
licity was produced by the Warren 
P. Fehlman Advertising Agency, 
Huntington Park, Cal. 


Denies Law Conflict 


District Judge Samuel Johnson 
has ruled that Colorado’s unfair 
practices act does not conflict with 
federal anti-trust laws, and can be 
enforced. He granted an injunction 
to J. F. Heffelfinger, who sought to 
prevent the Save-A-Nickel stores 
in Denver from selling certain items 
of merchandise at less than cost. 
Denver grocers considered the deci- 
sion highly important, since it was 
the first in state courts after the 
federal government charged a num- 
ber of Denver food dealers with 
violating anti-trust laws by fixing 
minimum costs of doing business 


Accounts to Tracy; 
Fisher Joins Agency 

W. I. Tracy, Inc., New York, has 
been named by Reflectone Corpora- 
tion, Stamford, Conn., to handle 
advertising of its revolving mirror 
benches and mirrored vanities; by 


| Heat Elements, Inc., Buffalo, N. Y., 


| Buffalo, 


maker of a new, non-luminous | 
heating product; and by Condor 
Products Corporation, also. of 


maker braces 


and suspenders. 


of garters, 


Lloyd Fisher, Buffalo, has joined | 


the agency as account executive 


Hearst Moves Up Hicks 


In an announcement of personne! 


changes by Hearst Magazines, In« 
New York, in the May 19 issue of 
ADVERTISING AGE, a typographical 
error was made in the name of 
A. W. Hicks, Jr., former assistant 


publisher of Cosmopolitan, who has 
been named business manager 


Z 
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Authority 


LISTENING TO 
W-H-E- 


2ND ROCHESTER 
STATION 


3RD ROCHESTER 
STATION 


TO ALL OTHERS 
OR “DIDN'T KNOW" 


WHike 


Basic CBS 


oc 


Between 


7 and 9:30 A.M. 


AAR... 12.7% 


An... isi‘aj 9.4% 


day and night. see 


Recent Hooper-Holmes’ Early Morning Rochester Survey. 


(Complete Data with Quarter-Hour Breakdown Upon Request) 


c bhahnhntnnne 58% 


ALL 
OTHER 
STATIONS 


427. 


COMBINED 


Representatives 


CBS-CAB Survey advertisements. 
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Station WBAL Opens 


Washington Bureau | 


Station WBAL, Baltimore, has | 
established a news bureau in Wash- 


ington, D. C., and will broadcast 
quarter-hour news reports direct 
from the House Radio Gallery of 


the Capitol thrice weekly. WBAL 
is the first individual station not 
located in Washington to offer di- 
rect news service from the nation’s 
capital. 

Hardy Burt, 
and newspaper 
has been doing’ public 
work, will head the bureau. The 
“Business Outlook from Washing- 
ton,” a weekly WBAL program for 
the past year, will be continued by 
Gene Robb. 


Gifford Elected © 


Clarence M. Gifford has been 
elected president of the Rochester, 
N. Y., Ad Club, with Gunnar Wiig 
named first vice-president; Keith D. 
Poland, second vice-president; and 
Junius P. Carson, treasurer. Direc- 
tors named for two years are Wil- 
liam F. Lutz, Ray M. Stambach and | 
Arthur S. Robinson. | 


radio 
who 
relations 


Washington 
commentator 


To Produce Vitamins in 
Disney's Old Studios 


What is claimed to be the largest 
exclusive vitamin-producing plant 


| west of Chicago will be set up by 


the William T. Thompson Company 
in the Hollywood studios vacated 


by Walt Disney when the producer | 


moved to larger quarters. 

The company engages both in re- 
search and the fortifying of prod- 
ucts with vitamins. 


Signs Newspaper Law 


Gov. Arthur James of Pennsyl- 
vania has signed a bill providing 
that a daily newspaper in the Key- 
stone state must be published at 
least five days in the week either 
including or excluding Sundays and 
legal holidays. Previously, a daily 
was required to publish every day 
except Sundays and holidays. 


Parker to Tribune 


Knowlton Parker, formerly with 
Capper Publications, Inc., and the 
Kansas City Kansan, has been ap- 
pointed assistant manager of the 
Sioux City Tribune. 


Natchez and the Robert E. Lee 


) WhWL 


NEW ORLEANS 
20.000 WATTS 


The greatest selling POWER in the South's greatest city 


When you th 


you think of: : 


‘Circulation Rise 


of Magazines Is 


Shown in Report 


New York, May 21.— The rapid 
circulation rise of motion picture, 
mystery, pulp, radio, romance and 
comics magazines during the past 
| decade was traced this week in the 
| fifth annual circulation, rate and 
| linage study issued by the maga- 
zine committee of the Association 
|of National Advertisers. The 56- 
page report includes data on 336 


magazines of all kinds, and covers | 


the period from July, 1929, to Jan- 
uary, 1941. 

Analysis of 123 general maga- 
| zines, excluding the groups men- 
tioned above, shows that circulation 
in 1940 was 6 per cent greater than 
in 1939; newsstand sales in 1940 in- 
creased 7.4 per cent over the pre- 
vious year; boy sales dropped 1.1 
| per cent; linage was up 4.4 per cent; 
black and white cost per page per 
thousand was down 3 per cent; and 
four-color cost per page per thou- 
sand decreased 2.8 per cent. 

The report gives detailed infor- 
mation for the 336 magazines on 
total average net paid circulation; 
subscription, newsstand and_ boy 
sales; Canadian circulation; line 
and page rates; premium for bleed 
pages and linage volume. Analyses 
are also included showing amount 
of circulation per dollar, and com- 
parisons between rate and circula- 
tion trends and general price level 
trends. Gordon E. Cole, Cannon 
Mills, is chairman of the ANA 
magazine committee. 

A limited number of copies of the 
report may be purchased by non- 
members at ANA headquarters, 330 
W. 42nd street, New York City. 


'Rauh to Leave FCC 


for Lease-Lend Post 

Joseph L. Rauh has resigned as 
assistant general counsel of the 
Federal Communications Commis- 
sion in order to join the legal staff 
of the Lease-Lend Administration. 
Mr. Rauh, who was an active par- 
| ticipant in the drafting of the FCC 
monopoly report and order, had 


deferred his resignation until issu- | 


ance of the network regulations. 

Thomas E. Harris resigned from 
the staff of Solicitor General Fran- 
cis E. Biddle to succeed Mr. Rauh 
as assistant general counsel of FCC. 
Mr. Harris was formerly law secre- 
tary to Associate Justice Harlan F. 
Stone of the Supreme Court. FCC 
also appointed Lucien A. Hilmer 
as assistant general counsel in 
charge of the broadcasting division 
of the legal department. 
has been vacant since George B. 
Porter resigned last fall to enter 
private practice. Mr. Hilmer has 
been in government service since 
1935, and as special counsel of FCC 
| since last year. 


Hartford Club Elects 

F. Wallace Prelle of the F. W. 
Prelle Company has been elected 
president of the Advertising Club 
of Hartford, Conn. Other new offi- 
cers include: first vice-president, 
William Honer, Fuller Brush Com- 
pany; second vice-president, Marion 
Downs, Sage-Allen Company; treas- 
urer, Edgar Sloan, Phoenix State 
Bank & Trust Company; and secre- 
tary, Florence G. Darrell. 


Enjoin Perfume Company 

Superior Court Judge Ernest 
Simpson at Hartford, Conn., has 
issued a permanent injunction re- 
straining the Johnson Wholesale 
Perfume Company, Inc., Hamden, 
Conn., from. selling Burroughs- 
Wellcome products at less than fair 
trade minimum prices. The judge 
upheld the validity of the state’s 
fair trade law. 


Form Better Business 
Bureau in Springfield 
Better 


Formation of a Business 


Bureau in Springfield, Mass., has 
been assured by the raising of 
$4,000 toward an ultimate fund of 


$10,000 a year. 

Peter Ham, president of the Ad- 
vertising Club of Springfield, 
headed the movement. 


Tax Panel Posters 

Panel posters will be taxed $500 
a year under provisions of an or- 
dinance just passed by the town 
council of Virginia Beach, Va. 


| Young & Rubicam directs 
The post | 
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These advertisements are typical of the 
new ‘Rooms for Advertising’’ campaign 
inaugurated by the American Hotel 
Association, with magazines and newspa- 
pers contributing space in return for due- 
bills. Copy explains the advantages, 
comforts and conveniences of U. S. 
hotels, as against the "border-line" com- 
petition of tourist homes and cabin 
camps. 


P&G Renews Quiz 
Program; Other 


New York, May 21.— Procter & 
Gamble Company has renewed | 
“Truth or Consequences” for Ivory | 
soap, effective July 5. The quiz! 
program is aired Saturday from 
8:30 to 9 p. m. over 33 stations of | 
the Red network of the National 
Broadcasting Company. Compton | 
Advertising is the agency. 


General Foods Changes 


General Foods Corporation will 
substitute “Reg'’lar Fellas” for the 
Jack Benny program in behalf of 
Jell-O, beginning June 6 and con- | 
tinuing through 13 weeks. “Reg’lar 
Fellas” will be heard at the same 
time, Sunday from 7 to 7:30 p. m., 
and over the same number of sta- | 
tions, 103 of the NBC Red network. 
the ac- 
count. 


General Mills Renews 


General Mills, Inc., has renewed 
its Gold Medal Hour, effective June 
2. Four programs, “Light of the 


| work. 


| down to fit 


| Cola 
ja new 


World,” “Mystery Man,” “Valiant 
Lady” and “Arnold Grimm’ 
Daughter,” are involved, all on th 
air daily from 2 to 3 p. m. on th 
NBC Red network through Black. 
ett-Sample-Hummert and Knox- 
Reeves Advertising. 


Expands Waring Net 
Liggett & Myers Tobacco Con,- 


| pany has renewed “Fred Waring 


Pleasure Time,” and expanded t! e 
network for the program from 
to 102 stations, effective June 16. 


~ 


| behalf of Chesterfield cigarets, tie 


orchestra leader is aired daily fro 
7 to 7:15 p. m. on the NBC Red ne:- 
Newell-Emmett Company is 
the agency. 


Shifts Program 


Coca-Cola Company will shift ts 
“Pause That Refreshes on the A 
into the time spot on the Columbia 
Broadcasting System now occupied 


| by “Helen Hayes Theater,” spon- 


sored by Thomas J. Lipton, Ine 
beginring June 29 and continuing 
through Sept. 28. Now aired Sun- 


| day on CBS from 4:30 to 5:15 p. in., 


the Coca-Cola program will be cut 
into the half hour the 
same day at 8 p. m. Andre Kos- 
telanetz and his orchestra and \|- 
bert Spalding will continue on the 
program. After Sept. 28, Miss Haves 
will return to the air and the Coca- 
program will be switched to 
time. D’Arcy Advertising 
Company is the Coca-Cola agency 
and Young & Rubicam directs the 
sipton account. 


| Calahan to Chek-Chart 


W. C. Calahan, formerly editor 


|of Automobile Topics, Detroit, has 
| joined the staff of Chek-Chart Cor- 


Sponsors Change 


poration, Chicago. 


Duralac Chemical Names 
Duralac Chemical Corporation, 
Newark, maker of lacquers and 
enamels, has placed its account 
with Morse & Morse, New York 


RICH IN BLACKS 
RAPID COPY SERVICE CO. 


@ 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg... CLEVELAND 


Complete 


| Ther we the Quality- mark 


Printing — 


The above reduced advertise- 
ment for Feltman & Curme was 
prepared entirely by Faithorn 


Always theFinest °Y "ving 


at Faithorn 
FINEST ENGRAVING 


FINEST TYPOGRAPHY 
FINEST PRINTING 


Service 


© 
iy 
By 
7 
&, 


i 
A, Under ONE Roof 
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PRINTING 


QUALITY, SERVICE 
and REAL ECONOMY... 


can be accomplished through Faithorn COMPLETE 
SERVICE of (1) Ad-Setting, (2) Engraving and (3) 


all under ONE roof... We think in 


terms of results... The shortest way ‘round is 
usually the best... Why send cuts to one con- 
cern —typesetting to another many blocks owoy 
—and then give your printing to a firm even 
farther distant? You can cut your costs, &!imi- 
nate worry and save TIME, TROUBLE and MONEY 


Faithorn do the entire job ...!* you 


are interested in securing this kind of a soving, 
the time of times to use Faithorn certain'y '§ 
NOw...We will gladly show you samples. Try v5 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw 


ings—through every step of production 


You can use one or all— 
just as you wish, but all 
are here, ready to serve 


FAITH 


ORN CORPORATION 


you... Speed, economy 


Ad-Setters - Engravers - Printers 


and satisfaction assured. 


504 Sherman St., Chicago - Wab. 720 


DAY AND NIGHT SERVICE 
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Exped Fireworks 
Again Next Week in 


FCC-Radio Squabble 


| Office. 


(Continued from Page 1) 


to have better than an even chance | 


of receiving favorable action from 


the committee. Senators queried | 


by ADVERTISING AGE were unwilling 
to reveal their opinions in the mat- 
ter in advance, preferring to await 
jevelopments at the hearings, but 
the sentiment seems to be that a 
thorough probe of radio is neces- 


sary now. 

White Expects Approval 
Sen. White himself expects his 
proposal to gain committee and 


Senate approval. The Maine Re- 
publican, who authored most of the 
present radio legislation, is widely 


| 


respected in the Senate by Repub- | 


licans and Democrats alike. His 
knowledge of broadcasting is con- 


sidered second to none in Congress, | 


und for that reason his opinions on 
-adio earn universal respect. He is 
urrently in Maine, but is expected 
pack in the capital shortly. 
Senators who were willing to 
omment anonymously on prospects 
for enactment of the White measure 
pointed out that the split within 
the radio industry over FCC’s mo- 
nopoly regulations may stimulate 
pposition to the Senate investiga- 
tion. Chances of passage would be 
strengthened, it is felt, if it were 
not for the fact that the Mutual 
Broadcasting System, or some of 
the key members thereof, have 
ipproved FCC’s monopoly action. 
Most Senators who are not mem- 
bers of the interstate commerce 
committee admittedly have given 
no thought to the White proposal. 
‘Wait until the committee acts” 
seems to sum up their present 
viewpoint, although some _ have 
read enough newspaper headlines 
recently to believe that a Senate 
inquiry should be made. 


Wheeler Keeps Silent 


Sen. Wheeler, who occupies a 
key spot due to his chairmanship 
of the committee, has taken no 
stand beyond his statement of last 
week. At that time, he expressed 
“alarm’’ over such FCC revelations 
as the report that the National 
Broadcasting Company and_ the 
Columbia Broadcasting System con- 
trol 85 per cent of the nation’s 
night-time broadcasting power. He 
ilso advocated specific legislation to 
guarantee free speech over the 
radio, the removal of artificial re- 
straints preventing development of 


new networks, abolition of any 
existing monopoly’ control, and 
‘eparation of station and network 


perations. 


His action in setting a date next | 


veek for the beginning of hearings 
nthe White resolution is regarded 
i some quarters as indicating that 
€ favors an investigation. 

The storm center of the contro- 


a 


MAILING LISTS 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


FREE 


— 


“count and prices on accurate guaranteed 
™~ lists of all classes of business enter- 
“ Pw the U. S. Wholesalers—Retailers— 
1 acturers by classification and state. Also 
4. “48 ©! selections of individuals such as 
“sional men, auto owners, income lists, etc. 


Write today for your copy 


R.LLPOLK&CO. 


Idg.— Detroit, Mich. — 
&. im Principal Cities 
Peed, City Directory Publishers 


. Business Statis- 
“<. Producers of Direct Mail Advertising. 


versy, FCC Chairman 
Fly, had only a two-sentence state- 
ment to make upon his return from 
the stormy NAB confab in St. Louis. 
He said: “It is of no great concern 
to our democracy whether any one 
particular man or group of men 
shall occupy public office.” This 
was apparently in answer to the 


NAB demand for his removal from | 


Tighten Wisconsin 


He added: “It is of real concern 
to the nation, however, that official 


positions be held by men of suffi- | 
do | 
their duty in the face of the strong- 


cient strength of character to 
est pressure which can be turned 
upon them.” He declined to elabo- 
rate, or make clear what “pressure” 
had been exerted. 


Support Fly 


The other four members of the 
FCC majority group who voted for 
adoption of the monopoly report 
and order stand solidly 
Chairman Fly in the stand he took 
at St. Louis. They remain con- 
vinced that enforcement of the 
monopoly regulations is in the best 


James L. | 


behind | 


ADVERTISING AGE 


interests of the broadcasting indus- 
try and the listening public. 

Committee hearings on the White 
resolution will undoubtedly produce 
fireworks. All segments of the in- 
dustry are expected to be repre- 
sented among the witnesses, and 
Chairman Fly will be called to 
defend the FCC’s action. 


Loss Leader Law 


Gov. Julius Heil of 
has signed a bill strengthening the 
1939 unfair sales act to prevent loss 
leaders. 

The amendment provides that 
evidence of any advertisement, offer 
to sell or sale of merchandise at 
less than cost shall be prima facie 
evidence of intent to induce the 


,;purchase of other merchandise or | 


to unfairly divert trade from a com- 
petitor. 


W. L. Vomack, New York, has 
moved its offices to 25 W. 45th 
street. Former address was 55 W. 


42nd street. 


Wisconsin | 


Youth Builders Make 
Radio Awards 


In its annual presentation of radio 
awards, Youthbuilders, Inc., organ- 
ization of New York public school 


children, has cited “Cavalcade of 
America” for the second time as 
the radio program which has 


“helped most to show the children 
how democracy works.” The pro- 
gram is sponsored by E. I. duPont 
de Nemours & Co. on the Red and 
Blue networks of the National 
Broadcasting Company. 

Honorable mention went to “We, 
the People,” 
Foods Corporation on the Columbia 
Broadcasting System, and to “Free 


Company,” CBS sustaining  pro- 
gram. 
Ad Group Graduates 

A class of 59 members who 
lattended the “Introduction to Ad- 
vertising” course of the Philadel- 


phia Club of Advertising Women 


| was graduated recently at a dinner- 


meeting in the Poor Richard Club, 
Philadelphia. The class heard a 
talk on advertising by Bernice Fitz- 
Gibbon of Gimbel Bros., New York. 


sponsored by General | 


| school system. 


| tains 


Sherman K. Ellis 
Promotes Four 


Hubert Townsend, art director, 
Sherman K. Ellis & Co., New York, 
has been elected vice-president in 
charge of art and a director of the 
agency. Glen Jocelyn, copy direc- 
tor, has been elected vice-president 
in charge of copy and a director. 

George Croll has been appointed 
art director, and Arthur Eaton, copy 
director. 

Eliminate Rugg Books 

The Colorado Springs, Col., board 
of education has voted unanimously 
to eliminate the textbooks and writ- 
ings of Columbia University Pro- 
fessor Harold Rugg from the city 
Civic and patriotic 
organizations led the fight against 
the material, charging that it con- 
anti- American statements. 
Action was taken after more than 
a year’s study of the protests. 


Jones to Glasser-Gailey 
Fred Jones, formerly publicity 
director for Young & Rubicam, Los 
Angeles, has joined Glasser-Gailey 
& Co., Los Angeles, as copy chief. 


RB... will be the word for 1942. Brutal, forced 


changes in every category of our national life. 


Brutal material replacements and brutal dislocations 


The only weapon we have against brute change is 


—brute FACT. 


Packagers must have the facts on materials and 


replacements, 


on machinery and repairs, on hand 


labor and time studies, on weights and strengths, on 


priority and availability 


They must have all these facts in one place. They 


must have them in handy, convenient, easy reference 


form. They must have them about every package type, 


material, part and equipment 


SEND FOR FREE HANDBOOK 


Modern Packaging’s Research Staff has pre- 
pared a handbook outlining the contents of the 
NEW Catalog to enable suppliers to attune 
their messages to the new needs of 1942 pack- 
agers. A copy may be had without charge. A 
note on your letterhead will bring one free. 


In short, they must have the new 1942 PACKAG. 


ING CATALOG. 


For this book will have everything that packagers 


want to know. It will be even more than before the 


workbook of the packaging field. 


It will be completely re-written, from beginning to 


end, with these thoughts in mind. It will contain a 


wealth of charts and statistical information. 


Received and consulted by the top executives in the 


largest packaging firms, it will point the messages of 


all important suppliers to the men who must be made 


aware of what suppliers have to sell-and what may 


not be presently for sale. 


w 1942 


PACKAGING CATALOG 


122 East 42 Street ° . 


New York City 
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Rates Stabilized 
by Theater Ad 


other media in the eyes of adver- 
tisers and agencies, the Association 
of Advertising Film Companies has 
just effected revised methods of 
placing dealer-cooperative theater 
screen advertising programs with 
member companies. 

Along with the revisions, the 
association published its semi- 
annual consolidated rate book, list- 
ing approximately 12,180 available 
theaters. Principal change 
sisted of stabilization of rates over 
a longer period of time during 
which manufacturers’ dealer-coop- 
erative current programs remain in 
effect. Plans call for necessary rate 
changes to be made twice yearly, 
corresponding with publication of 
the semi-annual rate book. 

The new set-up was approved by 
participating theater screen adver- 
tising companies at a meeting here 
March 17, when the new rate book 
was drawn up. The association 
was formed in 1938, at the manu- 
facturers’ request, in order to per- 
mit distribution of prints in all 
theaters under agreement to the 
individual film companies. Pre- 
viously, manufacturers were forced 
to deal with each film company 
separately, which made it necessary 
to provide several different sets of 
negatives in order to obtain thor- 
ough coverage. Under the associa- 
tion agreement, it is pointed out, 
advertising is placed through a 
choice of any one advertising film 
company, which in turn makes 
prints available to all member 
companies for distribution. Prac- 
tically all theaters open for screen 
advertising thus are included in the 
manufacturer’s program through 
one distributing source. 

Programs Standardized 

The group’s specifications call for 
standard programs of 13 or more 
especially-produced films featuring 
the advertiser’s product, and 
planned to tie in with current 
advertising in other media. Forty- 
foot films are used with individual 
20-foot dealer signature trailers, or 
50-foot films are used if the product 
requires no local tie-in. Users of 
the association’s services include 
such varied products as Cooler- 
ator refrigerators, Curlee clothing, 
Goodrich tires, Maytag washers, 
Elgin watches, Friedman - Shelby 
shoes, Royal Crown Cola and Sin- 
clair gas and oil. 

Member companies of the 
ciation are Alexander Film 
pany, Colorado Springs, Col.; A. V. 
Cauger Service, Inc., Independence, 
Mo.; Motion Picture Advertising 
Service Co., Inc., New Orleans: 
Ray-Bell Films, Inc., St. Paul; and 
United Film Ad Service, Inc., Kan- 
sas City. 


z End Fight Over. 
i Colorado Ad Committee 


With the appointment of a Demo- 
crat to Colorado's new publicity and 
advertising committee, thus making 
it a bi-partisan group, the question 
of validity of the committee’s 
advertising contracts has been re- 


asso- 
Com- 


moved. 
Gov. Ralph Carr named Claude 
Luekens of Steamboat Springs, a 


Democrat, 


to succeed Farrington 
Carpenter, 


one of the three Repub- 


licans, who resigned. Robert E. 
Warren, director of the bureau, has 
submitted contracts to the state’s 


executive council totaling $31,000 of 
the $50,000 allotted by the commit- 
tee for 1941. Five agencies will 
share the contracts. 


Joins “Baby Talk” 


Lewis M. Billingslea has joined 
Baby Talk, New York, as _ vice- 
president in charge of advertising. 
He was formerly New York repre- 
sentative of Better Homes and Gar- 
dens and previously of Successful 
Farming. 


Sloane Elected Head 
of Direct Mail Club 


Chester Sloane, promotion man- 
ger, Parents’ Magazine, has been 
elected president of the Direct Mail 
Advertising Club, New York. 


e - Other officers elected were: v! 
president, Lewis Kleid, Mailings 
| m ompanies Incorporated; treasurer, Robert 
es, Chase National Bank, and 
s : > > Gre, D. H. 
Kansas City, Mo., May 21.—In| peatiee yf Me noche ” 
efforts to end frequent rate changes 
without notice and to put theater | mains 
screen advertising on a par with 


 Aemmeiien 1942 Radios 


| Backed 
| paign, 


by an advertising cam- 
sales promotion and point- 
of-sale display material, a new 
line of 32 radio models for 1942 
has been announced by Sentinel 
Radio Corporation, Evanston, Il. 


Food Export Wems 
Against Hoarding, 


vice- | 


Scare Advertising 


Pittsburgh, May 20.—A warning 
against scare advertising, manufac- 
tured panics and consumer hoard- | 
ing was sounded here today by Hec- 


tor 


Lazo of Washington, D. C., 


executive vice-president of the Co- 


operative 
America, 


Food Distributors of 
before the annual conven- 


tion of the Pennsylvania Grocers 
Association. 

As long as the cooperative food 
administration set up by the indus- 
try itself continues to function ably, | necessary controls in order to pro-| handle advertising for Wheat-A 


Mr. 


Lazo said, 


| 


| However, despite the encouraging 


| food, there would be no need for 


there should be no! tect the public interest.” 


| government price fixing or control 
of the food industry. 

“It has been stated,” he added, | 
“that if the rest of the national 
economy were in as good shape as 


The food industry, Mr. 
clared, must act in unison to ay 
blame for developments over wh 
it has no control, such as p) 
| boosts because of shortages crea 
by Army, Navy and British } 
chases, general wage increases « 


price controls, priorities or licenses. 
; dearth of farm labor. 


outlook now, the government will : ; 

not permit the conditions that ex- KDFN Names Biddick 
isted in the first World War. If} Station KDFN, Casper, Wyo., 
industry does not cooperate to keep | appointed Walter Biddick Com; 
prices reasonable, if industry per- | as its Los Angeles advertising 
mits speculation, scare advertising, | "@sentative. 
manufactured panics and consumer 

hoarding, then the government will | Appoints Mayae 

step in and establish price levels, | Chas. H. Mayne Company, 
licenses and other hateful but) Angeles, has been appointed 


Company, Vancouver, Wash. 


Lazo de. 
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Aussie Minister 
Reveals Self as 
Old Sloganeer 


New York, May 22.—Australian | 


Minister R. G. Casey revealed today 


vefore the Advertising Club of New | 
York that his sole qualification for | 


adcressing an advertising group is 
that he once coined a slogan for a 
sajama manufacturer in Chicago. 
The Australian Minister to the 
U. S. said that 20 years ago he 
jined with the pajama man, who 
onfessed he badly needed a telling 
ohrase that would be _ indelibly 
mpressed on the public mind and 
dentified with his product. Mr. 
Casey Obliged, he said, with: 


“Smith pajamas—you can wear 
them in bed—but you can’t wear 
|them out!” 


'WDRC Gets New Rating © 
The 


Federal Communications | 
| Commission has 


granted the first! 
|}commercial authorization for an FM 
station in Connecticut to W65H,| 
owned and operated by Station 
WDRC, Hartford. The unit expects 
to change its schedule to a full 12) 
hours daily programming. 


Named by Magnavox | 


R. C. Groffmann, formerly with | 
B. F. Goodrich Company and Mid- | 
Continent Petroleum Corporation, 
has been named sales promotion | 
manager of Magnavox Company, 
Inc., Fort Wayne, Ind. 


The box score 


Unusual Premium 
Helps Mercury to 
Invade Soap Field 


(Continued from Page 4) 


for their 


first two 


months of effort looked like this: 
New Dealers 


| Week No. 


County Added 
Hudson ....... 152 
OO eee 210 


rr ; 
Bergen and beginning of 


RN ko ia ore wea aie 263 
5 Union and beginning of 

Pere 313 
6 Essex oa 278 
7 Essex and Passaic..... 245 
8 Passaic and Morris... 221 

Total 1,954 


This total accounts only for new 
outlets lined up by Mercury sales- 
men on actual calls. A number of 
other dealers were added as a re- 
sult of requests by phone and mail, 
thus pushing the number of outlets 


|}over the 2,000 mark. 


As each county was enlisted 
under the Mercury banner, news- 
papers were added to the advertis- 
ing schedule. Supplementing the 
first two papers named were the 
Jersey Observer, Hudson Dispatch, 


The Sporting thing to do is to tune to Mutual. The Baseball World Series has for years 


been a Mutual exclusive. So, too, last year was the Professional Football Play-off. And 


now (starting June 18th) all World Championship Boxing Bouts come into our corner. 


All are sponsored by Gillette. Bayuk “Phillies” found out long ago that sporting people 


are loyal to Mutual, that’s why they have presented “The Inside of Sports” over this 


network 3 days a week on some stations (6 days on others!) for 156 consecutive weeks. 


| cury, 


THE OPENER 


ANNOUNCING 
A NEW SOAP! 


TO INTRODUCE MERCURY SOAP —WE MAKE 


AMAZING NEW OFFER! — 
— a rene = TO THIS 1S ROT A CONTEST! te every 
ie 


pockage of Mercery Seep yor get « 


Trede ond Trevel Coupon FRTE 
a feed Tere TO s ‘ > on 


— 


a fee reer ro 
oramree € 


oe 


é 


’ 
a Pret Terr tO 
~NCemenwee oe 


This is the announcement ad for Mer- 


new granulated household soap 
offered consumers by Theobald Indus- 
tries, Kearny, N. J., 50-year-old tallow 
maker. Smaller copy follows up this 
opening shot in each market. 


Bergen Evening Record, Plainfield 
Courier-News, Elizabeth Journal, 
Newark News, Newark Star-Ledger, 


Newark Sunday Call, Paterson 
News, Passaic Herald-News, and 
Morristown Record. 
Initial Supply Exhausted 
Each schedule consisted of the 
900 - line announcement and eight 
100-line followup ads. The total 


space expenditure in the 13 papers 
ran about $3,200. The announce- 
ment ad told the story of the new 
and described the free trip 
inducement. “This is not a con- 
test” was a point emphasized in 
every layout. The small followup 
insertions featured the “travel free” 
idea and in most instances carried a 
picture of an outstanding tourist 
attraction, such the Capital at 
Washington or the governor’s man- 
sion at Williamsburg. 

The initial Mercury supply of 
Trade and Travel coupons is now 
virtually exhausted, indicating that 
approximately 75,000 packages of 
the new soap have been sold to con- 
sumers in the test Although 
some of the newspaper schedules 
will not have run their course until 
mid-June, Theobald officials will 
probably not resume consumer ad- 
vertising until the fall. By that 
time a complete survey of the re- 
sults achieved in the test will have 
been completed and decisions made 
regarding the extension of the effort 
to other markets. 

Without overlooking the quality 
of their product, Theobald officials 
are inclined to credit the universal 
appeal of their premium for the 


soap 


as 


area, 


quick acceptance won by Mercury 


In the words of one execu- 
the Trade and Travel idea 


soap. 
tive, 


|supplants “cockeyed, one-shot pre- 


mium offers.” <A series of check- 
ups both at the point of sale and 
in homes has revealed that custom- 
ers are switching to Mercury soap 
and staying switched in spite of 
competitive low prices. 


Nominate New Officers 
for Chicago Art Center 


Taylor Poore, Chicago artist-de- 
signer, has been nominated for the 
presidency of Art Center, Chicago, 
with Jerome Klapka, former head 
of the Chicago Guild of Free Lance 


Artists, named as vice - president; 


William A. Kittredge, director of 
design and typography for R. R. 
Donnelley & Sons, treasurer; and 


Charles H. 
Montgomery 
tary. 

The formal election will be held 
June 9. 


Magers, art director of 
Ward & Co., secre- 


Goodrich Names Hopkins 


K. E. Hopkins has been named 
sales promotion manager of the 
automotive accessories department 


of B. F. Goodrich Company, Akron, 
O., succeeding R. F. Snyder, who 
has become sales manager of Chek- 
Chart Corporation. 


Gets Wine Account 
Wine Shippers 
tion, New York, 


Import Corpora- 
has appointed 


White, Lowell & Owen, New York, 
to direct advertising for its Vernat 
vermouth. 
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Marshall Field 
Replies to FTC 
Rug Complaint 


Marshall Field & Co., Chicago, in 
answer to a complaint filed by the 
Federal Trade Commission, denied 
this week that the term “reproduc- 
tion’”’ when used in the sale of its 
rugs connotes an exact duplicate of 
an original as implied by the FTC 
in its charges against the store. 
The federal agency charged that 
Marshall Field & Co. advertised the 
rugs manufactured under the name 
of Karastan Rug Mills as “Kara- 
stan,” “Kara Kirman,” and “Kara- 
vere,’ names which the FTC said 
tended to create a belief that the 
products were genuine Orientals. In 
its answer, the store pointed out 
that it has never labeled or adver- 


tised its rugs as true Orientals, and | 
it said that the purchasing public | 
informed by descriptive | 


has been 
advertising and labeling language 
that the rugs are not genuine Ori- 
entals but only reproductions of the 
genuine article. 

Marshall Field & Co. admitted in 
its answer that some of its rugs 
have borne such Oriental-sounding 
names as “Karastan” and “Kara- 
shah,” and that one time the labels 


Student Contest 
to Help Name 
N. Y. Central Train 


New York, May 22.—New York 
Central System will use 50 daily | 
newspapers and 150 weeklies in up- | 
per New York State next week to 
announce a contest among high 
school and junior high school stu- 
dents who will be asked to suggest 
names for the cars of its new 
streamlined Empire State Empress. 

Four - hundred - line copy will 
break May 26 and 27, with follow- 
up copy and expansion of the cam- | 


paign to off-line newspapers de- 
pending on the reaction to the | 
opening insertion. Prizes of 100 


trips by rail will be offered to stu- 
dents who suggest the ten governors 
of New York for whom the cars of 
| the $2,500,000 streamliner should be 
named and accompany their entries 
with essays on the reasons for their 
choice. 

The contest will continue through 
| July 31. Lord & Thomas is the 


| agency. 
| 


included pictures of Oriental scenes. | 


But it upheld its right to use the 


word “reproduction” in referring to | 


the American-made rugs. 


Wooley & Hunter Places 
Wyoming Advertising 


Wooley & Hunter, Inc., Denver, 
handled and placed the majority of 


Wyoming state advertising for 1941. | 


Through error, the agency’s name 
was not listed in the “state-financed 
advertising” chart carried in the 
May 19 issue of ADVERTISING AGE. 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS 1252! Union, Taek 


FLUSHING, NY 


| Lee 


| ing 


Advances Edwards 

Edward J. Edwards, formerly 
head of the advertising and promo- 
tion staff, has been appointed West- 
ern sales manager of Howard Allied 


Mills, with headquarters in Chi- 
cago. 
Meredith to Boyce 

George F. Meredith, formerly 
with John B. Shaw Advertising 
Agency, Los Angeles, has joined 


Maynard Boyce, Inc., transit adver- 
tising, as account executive. 


Holloway Appointed 

Bert Holloway, formerly with 
Universal and Paramount movie 
studios, has been named _ publicity 
manager for Vega and Lockheed 
Aircraft Corporation, Burbank, Cal. 


Weiss Joins Ringer 

Robert L. Weiss, former advertis- 
manager of Victor Clothing 
Company, Los Angeles, has joined 
Ringer, Advertising, Los An- | 
geles. 


> 


$257, 


10,000 more PAY SJ 
ENVELOPES IN SYRACUSE SS) Wh | 


$257,943,000 


jobs, and have added $41,000,000 to the $216,- 
943,000 effective buying income in the Syracuse 


The Syracuse business index, for the third con- 
secutive month—is tops in New York State. The 
consistent healthy upward trend of the Syracuse 
market is sure-fire pay dirt for advertisers. 


Make every day a sales pay day by selling this 
market with the one big, all-coverage newspaper. 


Sells Central New York at One Low Cost 
THE SYRACUSE 


HERALD-JOURNAL 


Ask Your Paul Block Representative 


2 


+ 
[> 


ee 


98% SYRACUSE COVERAGE | 
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THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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% Gain % Gain 
20-Week 20-Week 20-Week or Loss or Loss 20-Week 20-Week 
Period Period Period 1941 1941 Period Period 
Ended kinded ended over over Kended Ended 
May 20, 1939 May 18,1940 May 17, 1941 1939 1940 May 18, 1940 May 17, 1940 
BE. A Gk. os daléne%s un 3,896,233 3,737): + 0.7 + 5.0 223,527 215,775 
PA a err 3,994,035 3,19 2 17.7 t+3.0 191,824 191,580 
‘Atlanta, Ga rrrti TT 6,521,258 5,825,044 6,152,005 6.0 5.3 322,623 334,600 
Baltimore, Md wad 8,380,432 8,679,515 9,544,409 11.5 7.7 19,883 37,177 
Birmingham, Ala $963,990 5,488,188 »,S11,258 17.1 5.8 269,430 325,990 
Boston, Mass. ....... 7,582,846 7,388,752 7,933,637 0.7 2.0 410,893 $14,677 
Bridgeport, Conn 3,690,900 3,926,104 t, 165,888 12.9 6.1 226,996 225,372 
oo i eee 6,121,542 », 660,526 6,195,641 1.2 9.4 342,795 373,805 
MOBIMGON, is Gecccvveves 1,568,911 , ry ‘ 33,555 + ; + i w8#es6 
|} Cedar Rapids, la.. a 1,890,348 1,883,252 1,900,306 + 1.0 1.4 109,130 113,638 
| Charleston, W. Va...... 3,919,979 3,912,189 1,230,541 + 7.9 I | 229,943 263,935 
“Chicago, 11 errr 11,802,548 11,326,398 11,624,565 15 2.6 634,592 620,475 
Cincinnati, O. ... “* 6,289,950 6,568,216 6,705,404 rot ae 344,800 100,030 
Cyevemee, Ge ows vcvens 6,797,134 7,154,314 7,425,173 ’ 3.8 400,712 394,307 
Columbus, O 5,167,191 », 235,521 281,397 2.2 0.9 290,37¢ 288,951 
Dallas, Tex ‘ S,1%8 rou 7,929,445 7,927,416 s.1 ‘ $26,106 27,571 
Davenport, la 618,429 3,712,801 S42,188 6.2 +5 187,292 229,292 
Dayton, O. 91,330 5,492,652 896,677 11.4 7.4 ,16,820 534,040 
Denver, Colo GH2,647 3,187,477 UH 94S 1.7 6.6 150,778 188,469 
| Des Moines, Ia 2,567,966 2? 653,894 > 500,371 ? 6 5.8 150,688 150,873 
Detroit, Mich ce 7,830,862 8,016,412 S,S16,949 t+ 12.6 10.0 #SS,114 $68,985 
Kl Paso, Tex.. 5 1,0DS,024 1,169,056 1,522,675 + 12.6 8.5 261,268 244,888 
MPsO, FO. sccscevensis 3,711,008 3,577,966 H20,402 2.2 1.4 196,938 197,036 
Evansville, Ind. ...... 1,664,968 1,622,478 O42 402 S.1 9.1 266,630 299,474 
Fall River, Mass 1,301,259 1,336,017 1,442,065 10.8 7.9 85,396 94,425 
Flint, Mich. a Baa at S868 966 8,404,996 Hou 270 1.¢ 6.0 POD RLS TS1L,300 
Fort Wayne, Ind.... 1,114,155 4,217,619 $1,241,125 + 3.1 0.6 251,153 236,642 
Gary, Ind ex 2,163,237 2,407,085 2,446,120 + 15.1 1.6 125,528 124,520 
Grand Rapids, Mich 3,596,812 3,530,777 3,790,556 + 11.6 7.4 197,386 230,160 
Greenville, S. © i 2,470,101 2,783,564 2 955,563 + 19.7 6.2 159,610 150,000 
Houston, Tex ; re 6,402,084 r 540 7,501,598 + 12.8 t+ 1.7 130,066 $45,050 
Huntington, W. Va.. 2,814,411 635 26,051 + 18.2 ~ 4.3 240,766 246,599 
Indianapolis, Ind 6,260,630 O54 7,283,495 + 16.3 7.1 375,816 421,941 
Jacksonville, Fla HSU,844 816 949,064 11.6 + 4.1 210,140 244,006 
Jersey City, N J S7TS8,554 23S SH7 ‘4 1.3 +2.3 16,012 55,760 
Kansas City, Kans YOS O11 OX6 1,062,227 64 12.3 78,449 62,062 
Knoxville, Tenn. . 4,123,012 73 1,126,615 +O) 0.7 213,248 
Little Rock, Ark 1 505.040 012 S6S.714 10.4 a5 04.694 
Los Angeles, Calif 1,786,232 845 1,280,762 5.2 6.2 $86,544 
Louisville, Ky 5,546,452 117 »SH4,250 5.7 4 26,764 
Lynn, Mass , 3,279,822 $14 428,628 13.7 12.7 204,498 
Manchester, N iH 1,495,250 fe LAT oes 1 tO] 69,422 
‘Memphis, Tenn 1,567,388 794 » 166,490 + 15.1 0.2 242,046 
Miami, Fla F 986,120 807 6,402,805 7.0 1.4 252,980 
Milwaukee, Wis »O44,157 5,637 6,658,800 18.0 + 7.1 817,858 
‘Minneapolis, Minn 5,680,277 122 1,645,106 18.2 4.4 236,942 185,861 
‘Nassau County, L. I 1,019,106 503 1,432,453 10.6 60.9 73,759 104,572 
New tedford, Mass 1,194,438 636 1,440,684 206 11.0 73,948 S5.778 
New Haven, Conn 1,553,914 tH4 L914 906 10.2 +-5.3 207,900 201,824 
New Orleans, La Pe 7,536,049 237 7,803,826 + 3.6 1.0 140,680 23,47¢ 
New York, N. ¥Y . 23,606,982 031 23,305,999 1.3 0.1 1,269,784 1,281,145 
Brooklyn, N Y i* 1,635,854 O03 1,459,019 10.8 +1.7 79,251 78,322 
Norfolk, Va S02 $095,240 10.9 8.6 210.280 225,148 
Oakland, Calif 5,958 544,923 + 15.7 + 1.4 192,111 178,383 
Oklahoma City, Okla 8,785,656 004 1.319.260 12 +81 170,240 200,830 
Omaha, Neb 2,330,167 2,390,028 2.410.819 — + 3.5 0.9 108,595 123,491 
Peoria, Ill. ... ‘ 1,268,078 4,614,455 1STO,022 14.1 5.5 260,502 258,034 
Philadelphia, Pa 10,911,112 11,127,424 er + ‘. 611,727 
Phoenix, Ariz 2,865,072 ,252,648 $83,200 + 21.6 7.1 152,208 180,936 
Pittsburgh, Pa 8,037,246 8,494,136 8,770,034 + 9.1 3.2 481,614 97,126 
Portland, Ore 1,886,947 4,230,628 1,949,002 1.3 +17.0 244,636 261,786 
Providence, R. 1 4.834.065 4,743,134 4,754,046 ian + 0.2 257,741 248,380 
Reading, Pa 3,913,623 4,191,698 4,246,148 Ls 1 244.328 251.300 
Richmond, Va 5,078,936 4,898 236 {848.970 4.5 1.0 99 5230 S92 THS 
Rochester, N. Y 5,966,928 6,121,844 6,208,895 4.1 1.4 80,702 76,170 
Rockford, Illk . 2,952,698 3,243,170 965,660 20.8 9 164,388 195,790 
Rock Island-Moline, I] $3,209,476 3 2 ,,OUS S38 12.1 10.6 179,830 195,77¢ 
Sacramento, Cal 294. 088 86.866 = | 10.1 162.138 176.498 
San Antonio, Tex 2,813,398 543.522 18.8 15.4 168,251 195,334 
‘San Diego, Cal 41,971,196 1,721,810 5.0 18. 188,118 253,386 
Seattle Wash $454,008 4,722,998 - 6.5 289,548 277,410 
South Bend, Ind » 130,986 9 323.491 Lon 11.6 132.587 125.687 
Spokane, Wash 634,688 $58,246 6.7 1.0 152,348 164,164 
St. Louis, Mo 7,150,840 ONT 54 0.9 2.3 395.590 71,96 
St Paul Minn 4,004.08 $°84.058 1.0909 949 0.1 2.9 190,991 068.42 
"Syracuse, N.Y 1,752,307 2,840,547 1,139,102 12.9 $45.7 168,322 198,090 
Tacoma Wash " 400 848 2 87.702 ? 6 O.73s8 1a 24 128.086 139.270 
Tampa, Fla 602,558 3,287,578 173,642 21.9 3. 175,084 157,668 
Toronto, Ont Can 6,589.90] 6,253,222 8.818.096 0.4 5.8 326.411 318.53 
Troy, N. \¥ 1,636,854 1.653.050 1.785.478 1 S.0 8? 180 107.941 
Tulsa, Okla 1,492,188 697.764 3.892.692 a 195.622 216,818 
Washingetor I ¢ 12,105,088 | 26.654 12.N47. 808 14.4 ‘ 776.432 819.748 
Youngstow? ‘> 2 S7TO,168 7.561 {28 TAS 1% ‘ 171.714 194.811 
Total .. . 377,569,707 $80,741,503 395,912,251 { { 9 0.477 91,935,744 
"1 Atlanta Georgian and Sunday American ceased r Figures not included in totals 
publication De 17, 193! S Commercial Appeal published 328-page a" 
2° Chicago Herald & Exam. discontinued Aug. 28, 19 issue Jan. 1, 1940, containing 428,848 line 
} Minneapolis Star and Journal merged Auge. 1, 1939 vertisine 
1 Newsday launched Sept 1940 ’ Syracuse Journal published 100th Anniversa 
j Figures not included in totals tion March 20, 1939 ontaining 216,027 lis 
6 San Diego Sun suspended publication Nov. 25, 1939 vertising 


Cohane to Ellis 


John P. Cohane has joined Sher- 
man K. Ellis & Co., Chicago, in an 
executive capacity. He was for- 
merly manager of the Dayton office 
of Lord & Thomas, and previously 
was with J. Walter Thompson Com- 
pany, New York. 


| Appoints Phillips, Reiss 

Harry Phillips, since 1937 Phila- 
delphia manager of Life, has been 
appointed assistant advertising 
manager of Time. Jack Reiss, with 
Time, Inc., publications since 1932, 
| has been named to the Philadelphia 
post 


Buys N. H. Paper 

The Advocate, Claremont 
weekly, has been purchased 
Claremont Daily Eagle afte 
92 years of continuous publ 
Sherman Bassett, Advocate 
lisher, has joined the staff 
daily. 
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INSTANT RALSTON PROMOTED 
IN NEWSPAPERS, RADIO 
(Picture on Page 1) 

St. Louis, May 21.—Using news- 

papers and, in one instance, radio, 

Ralston Purina Company, St. Louis, 


is in the midst of a drive for its | 
hot cereal | 


new Instant Ralston, 
which needs no cooking. 

Copy varying from 1,000 down to 
200 lines has been placed, averag- 
ing twice a week, in newspapers in 


Grand Rapids, Mich., Madison, Wis.., | 


ind Syracuse, N. Y. The company 
iso is using radio in Madison, as 
yell as both newspapers in the Wis- 
consin capital. 

Copy is based strictly on the 
merits of the product and no offers 
are made to induce trial 
quick-to-fix cereal. A money-back 
guarantee on each package is men- 
tioned, however. Advertising points 
ut that Instant Ralston is pre- 
cooked and may be served imme- 
jiately after stirring into boiling 
water or milk, and that it is extra- 
rich in natural vitamin B,. 


minute Ralston wheat cereal, its 


predecessor, is still available, it is | 


pointed out. 


Gardner Advertising Company, 
St. Louis, handles the Ralston 
account. 


INITIATE DRIVE FOR 
FLEISCHMANN’S DRY YEAST 
New York, May 21.—Centering 


its first fire on preponderantly rural | 
Standard | 


eas of the Midwest, 
Brands, Inc., New York, has 
launched a test for its newest prod- 
uct, Fleischmann’s dry yeast. 

Initial newspaper copy in the 
ittempt to feel out prospective mar- 
kets has appeared in Hastings, Neb., 
and Council Bluffs, Ia. Buyers are 
told that the new, quick yeast, “for 
those who bake at home,” acts 
quickly and stays fresh. Emphasis 
is also laid on the fact that Fleisch- 
mann’s dry yeast needs no refriger- 
ition because a new air-tight and 
moisture-proof package protects the 
baking aid. 

The new dry yeast, it is said, will 
e promoted in competition with 
similar products already on the 
market. The initial effort probably 
will be extended if the initial test 
works out as planned. Kenyon & 
Eckhardt, New York, is handling 
the account. 


OMIN TABLETS TO START 
TEST IN SIX CITIES 

New York, May 21.—The addition 
of Vitamin B, to Omin Tonic Tab- 
lets will be the signal for a test 
ampaign to be launched by Omin 
Company, Hopewell, N. Y., in news- 
papers in six cities, beginning about 
June 1. Small-size insertions will 
ppear in Pittsburgh, Norfolk, Kan- 
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Procter & Gamble, through Pedlar & 
Ryan, is currently featuring an offer of 
"The Home Handicraft Book" as a pre- 
mium with Dash. The offer is thus far 
limited to the Pacific Coast. The page 
shown here is from the Pacific Coast 
edition of Family Circle. 


Isaac Kamm, 
Smoked Turkey 
Processor, Dies 


Ossining, N. Y., May 20. — Isaac 
Kamm, who brought from Europe 
the secret process used in the pro- 
duction of Pinesbridge Farm 


| Fleischmann introduces a new product in 


580-line newspaper copy. This particu- smoked turkeys, died here last 
lar copy ran in Hastings, Neb., and | weekend. He was born in Frank- 
Council Bluffs, lowa. |fort-on-Main, Germany, 83 years 

| ago. 


Mr. Kamm inherited the formula 
for spicing fowl with 14 herbs and 
smoking it from his grandfather, 
who prepared turkeys for Kaiser 
William I and the Czar of Russia 
In 1936, when Max Blitzer, a retired 


sas City, Indianapolis, Philadelphia 
jand Atlantic City. The campaign 
\is due for expansion later. 

| Heretofore Omin promotion has 
been limited to point-of-sale display 
| material in drug stores. National 
|distribution for the product has al- 
ready been attained. Jasper, Lynch|in a New York restaurant, Mr 

& Fishel is the agency. Kamm was serving a limited clien- | 
tele and Mr. Blitzer, with much dif- 
ficulty, finally persuaded him to de- 
velop the business on a larger scale. | 
The Pinesbridge Farm smoked tur- | 
keys, priced at $1.35 a pound, met 

immediate approval from American 

lovers of fine food, and the retail | 


N.Y. Ad Women 
Elect Officers 


May E. O'Connor, Loft Candy 
| Corporation, has been elected presi- 
|dent of the Advertising Women of 


New York, suc- dollar volume of the business in | 
ceeding Elsie E. 1940 was estimated at $189,000. 
Stark, Best aS eins Panga ees : eo ¢ 
Foods. Inc. Miss (ADVERTISING AGE, On tober Sa 1940.) 
'O’Connor has The elderly German once said 
been a member that the success of the enterprise 
of the club for was “like finding gold in your back- 
the past nine yard” since he had carried the 
years, : formula in his mind for many years 
Other officers with no thought of deriving a profit 
elected at the Seam 1 
) annual meeting , 
of the board of cs 
directors are LOUIS H. CLAREY 


Mrs. Helen Kin- 
tzing Howe, free- 
lance copywriter, 
vice-president; Helen M. _ Slator, 
Francis H. Leggett & Co., and cur- 
|rently a member of the Advisory | 


| Clifton Springs, N. Y., May 19. 

Louis H. Clarey, retired advertising 
executive, died at his home here 
last week at the age of 47. Mr. 
Clarey began his advertising career 


May E. O'Connor 


Committee of Wholesale Distribu- jn 1916 with the New York office 
tion for National Defense, corre- 4f Jy Walter Thompson Company 
sponding secretary; Mrs. Barbara and later joined Street & Finney. 


Daly Anderson, Parents’ Magazine, 
recording secretary; and Sinclair 
Dakin, New York News, treasurer. 


Appoints N. Y. Aids 


Dr. Martin P. Catherwood, com- 
missioner of the new New York 
state division of commerce, has ap- 
pointed Allan Reagan director of 
the bureau of publicity; Maurice F. 
Neufeld deputy commissioner and 
director of the planning division; 
and Dr. Edward Lutz assistant di- 
ector of planning. The new di- 
vision combines three former agen- 
cies abolished by the present session 
of the legislature. 


Vote $15,000 Ad Fund 
for Rhode Island 


| The general assembly of Rhode 
|Island has voted $15,000 to the sec- 


After a period as advertising direc- 
tor of Adler Rochester Company, 
Rochester, N. Y., he returned to 
New York as a member of the sales 
staff of American Magazine. He 
retired several years ago as assist- 
ant director of the Eastman Theater 
project in Rochester. 
R. P. SULTE 

Newport, Tenn., May 19.—R. P 
Sulte, 64, publisher of the Newport 
Tribune and Plain Talk and a for- 
mer president of the Tennessee 
Press Association, died here May 12 


Vice-Presidents Named 
Directors of Wright Aeronautical 
Corporation, at a meeting in New 
York, elected P. B. Taylor, assistant 
general manager, a vice-president 


‘etary of state for advertising 4 

pater ; oe the same sum which and named William D. Kennedy, 

wa areas for 1940 . sales and service manager, vice- 
Horton-Noyes Company, Provi- president in charge of sales 


dence, is the agency. ee PT 
Jones to Dow Account 


MacManus, John & Adams, Inc., 
Detroit, has appointed Ernest A 
Jones to contact and copy duties on 
the Dow Chemical Company ac- 
count. 


EOMONTON 
VANCOUVER 


cash with order 


$4.75 per inch. 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” 


“Re ” 
‘Representatives Available,” peegentatives Wanted, 


3@ cents a line, minimum charge $1. 
All other classifications (single insertion rates): 


and 
Terms 


% in., $2.75; 1 to 8 in, 


erably in 


SeenRs i 


REPRESENTATIVE AVAILABLE POSITIONS WANTED 


Can efficiently handle and produce for ATTENTION ADV. MGKR.! Hard work 


additional trade 
ion Widely 


or class publica 


Ing, capable assistant 
acquainted in Mid-West 


with S yrs. in 
dustrial experience 


seeks broader op 


tox $360, ADVERTISING AGE, Cheo. | portunities Wide Knowledge of ad 
: - Vertising production 
‘ » y > 
HELP WANTED jox 3374, ADVERTISING AGE, Chee 
Aviation company has secretarial . 
opening in Chieago for young lady | s 288 o> _ 78 ke 
with stenographis experience pref- BUSINESS OPPORTUNITIES 


editorial or advertising de- 


" s » | 
crak nenggdlinny me tentine fag gh a | acm mae Will buy for cash successful 
Please state experience and qualifica- Haag Eo sg ot cones sD 
ciokn tik ene toX S507, ADVERTISING AGE, Chgo 
Box 3376, ADVERTISING AGE, Chgo 
PARTNER WANTED Successful me- | f\°°Ptonal publishing opportunity 
ium-sized Chicago advertising agency | 2 Ww sound plan to 


contiact-service man to qual- 


businessman, tasted one of the birds | Joins Hugo Scheibner 


ness For write 
,ify as partner Unusually liberal ox 2279 rRTIGING Ame 7 
| profit-sharing arrangement; partner- Box 38372, ADVERT ISING_ AGE, ¢ hgeo 
| ship on generous basis later Appli- Would like to contact prospective 
— tee ae copy: sell gy Bana publisher for new bulk sales con 
re clients tus suppor limse pl on ric o er 4 
until he can establish own accounts coptieekt tee - an 
Age range 35-40 resent all essen- Powe 227 , 41+ 5 ™m we w 
) tial information in confidence. Agency Box 3378, ADVERTISING AGE, N. } 
staff informed of this ad 
Box 3375, ADVERTISING AGE, Chgo MISCELLANEOUS 
= —— WORLD FAMOUS FIRMS Use 
POSTRIONS WANTED Bairdeet ads for $6 years. le move 
| Promotion man, 40, with publication | Day and night service, clean proofs 
and trade association experience, has | fast, quality produetion, save your 
ifternoon available Will consider | time Ads pull 25° better : 
ither part or full time opportunity BAIRD adsetters, IS EK. Kingle 
Box ADVERTISING AGE, Chro WHE, 4347, Cheo. ‘ 
New FM Rate Cards ) , Wy . 
The Yankee Network has issued = Vis Aan Baa 
rate card No. 2 for FM Station | compared to the sweet ns 
W39B, Mount Washington, N. H., | of today, you'll agree. our creation 


containing a revision in discounts, methods are as modern as tomorrow. 

and rate ecard No. 1 for Station pod oo ~ > get > ae from 
var . j s stream.-ti 

W43B, FM outlet in Boston. rpelibcances 


ROTO-LITH CO. 


Hugh Bland, formerly with Rich- 
ard T. Clarke Company, Beverly 
Hills, has joined Hugo Scheibner 
Advertising Agency, Los Angeles. 


201 _N. WELLS ST. CHICAGO 
— DEA.8S57 - HEM. 2211 


More people 
are buying more 
up in Toronto 


If any evidence were needed as to the 
wealth of the Toronto market, it has 
been amply provided since the advent 
of war. On all nation-wide drives for 
war purposes, forty per cent. of the 
total has been established as Toronto’s 
quota and in each instance that quota 
has been exceeded. In the new budget 
Toronto will produce over $160,000,- 
000 of the tax levied upon personal and 
business incomes. Despite the extra- 
ordinary drain on the consumer purse, 
retail business is at a peak. The un- 
employment liability has been turned 
into a consumer-buying asset. During 
the year 78 new industries have added 
a combined pay-roll of 31,088 new 
buyers in Toronto alone. Newspaper 
advertising at this time is proving 
unusually effective, and 


THIS TIME WE ARE 
411 VA THE FRONT LIME 


“THUMBS UP!” 


TORONTO IS A “TELEGRAM” CITY 


Tue Eveninc TELEGRAM 


Largest Classified Linage in Canada 


TORONTO CANADA 
NEW YORK: Dan A. Carroll CHICAGO: John E. Lutz 
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FIC Orders ‘Good 
House’ fo Change 
Testing, Seals 


(Continued from Page 1) 
when any claim printed therein is 
false; 

Adequate Tests Ordered 


2. Using or authorizing others 
to use seals or other insignia which 
represent that any food, drug, cos- 
metic, or therapeutic device has 
been tested and approved “unless 
and until” the product “has in fact 
been adequately tested in such a 
manner as to assure, at the time 
such product is sold to the consum- 
ing public, the quality, nature and 
properties of such product in rela- 
tion to the intended use thereof and 
the fulfillment of the claims made 
therefor”; 

3. Same as above, for mechani- 
cal devices or household equipment 
except that such products must be 
tested “in such a manner as reason- 
ably to assure” fulfillment of mate- 
rial claims; (the “reasonably” is the 


new and important word which dis- | is limited, all limitations must be 


tinguishes the second from the third 
point.) 

4. Using or authorizing the use 

of seals or other insignia which 
represent, directly or _ indirectly, 
that a service or other commercial 
offering (not including any prod- 
uct) has been investigated, unless 
and until Good Housekeeping has 
made “a sufficiently adequate and 
thorough investigation or inquiry as 
to assure the fulfillment of the 
claims made for such service or 
commercial offering in connection 
with the use of such 
representation”; 
5. Representing that Good 
Housekeeping’s guarantee is 
limited unless such is the case, or 
if limited, all limitations must be 
“clearly, conspicuously and ex- 
plicitly stated in immediate con- 
junction with all such representa- 
tions of guaranty”; 


Must Explain Limits 


insignia or | 


un- 


explicitly stated. 
The order also says: “The provi- 
sions of the order do not prohibit 


the use of the word ‘recommended’ | 


on any seal, emblem, shield or 
which the insignia is used has been 
adequately and thoroughly tested 
by the respondent in such a manner 
as reasonably to assure the quality, 
nature and properties of such prod- 
uct in relation to the intended 
usage and when the form of the 


insignia is readily distinguishable 


seal, emblem, shield or any other 
insignia bearing any guarantee.” 


| 
| 


the slight changes in wording in 
parts 2 and 3 of the order. 


v1. | Johns-Manville 


second, dealing with foods, drugs, | 
|cosmetics and therapeutic aeviees, | SAlutes Steel 


requires that Good Housekeeping | 


| issue seals to makers of such prod- | 
other insignia when the product on | 


ucts only when the magazine can | 
truly guarantee the quality of the | 
product “at the time such product 
is sold to the consuming public.” 
This seems to make it mandatory 
for the magazine either to grant 


| seals only to products in these four 


| classifications 


which could not 


| possibly deteriorate while remain- | 
by the consuming public from any | 


| products. 


Inclusion of the paragraph above | 


is believed to supply the key to the 


| practice which Good Housekeeping 
lis expected to adopt to retain as | 


much as possible of its present sys- 


|tem and yet abide by the order. 


The magazine is expected to substi-- 
‘tute the 


word “recommended” for 
“tested and approved.” The belief 


6. Authorizing, or allowing here is that Good Housekeeping will 


others to represent, that any prod- 
uct, service or other commercial 
offering advertised in Good House- 


keeping and for which a seal has | 


been granted, bears the magazine's 
unlimited guarantee, unless this is 


} 


go a step further, if legal counsel 

so advises, and use the phrase 

“recommended and approved.” 
Stress Changes in Words 


Attorneys here who have studied 


literally true; and if the guarantee | the order stress the significance of 


Day & night are the same in Boston 


Here in Boston...more radio sets are tuned to WEEI—more people listen to this 


one station—in the morning, afternoon, avd evening than to any other Boston station, 


according to the January-February, February-March 1941 Hooper Station Listening Index. 


In all three categories, for these three months, WEEI—one of eight Boston stations — 


had more than a full third of all radio listeners, in this impartial coincidental survey. 


If you have an advertising message for Boston—(and who hasn't) —put it where the 


most people will hear it—day or night. It’s all the same to WEEI. 


This survey covers only WEEI’s “Inside Boston Market”—one-half the “Boston Business State” 


served by WEEI. WEEI a/so dominates an additional 27 counties from the Cape to Canada—the 
“Outside Boston Market’. Ask for details. 


WEEI cBs IN BOSTON 


ie sane 


a 


| Stay on a 


ing unsold on store shelves, or re- 
frain from issuing any seals to such 
A package of aspirin 
tablets, for example, probably 
would not be affected by a long 
store shelf. A canned 
ham, on the other hand, might 
spoil—as those who attended an 
early hearing in this case can 
attest from the court room explo- 
sion of an overripe ham submitted 
by FTC as evidence. 

Part three, dealing with such 
mechanical devices as refrigerators, 
must only be tested in such a man- 


iner as to “reasonably assure” that 


the product will meet advertised 
claims at time of purchase. The 
qualifying word “reasonably” seems 


_to indicate that Good Housekeeping 


| will 


have to make little if any 
present testing systems 
for appliances. The health protec- 
tion factor, present in connection 
with foods and drugs, is absent for 
most mechanical devices. 


change in 


Associations Involved 


Part four is expected to result in 
severe curtailment of Good House- 


keeping’s practice of granting seals | 


'“labor question.” 


| 


to rug cleaning institutes, personal | 


finance concerns, and the like. 
Interpreted literally, the magazine 
would have to be able to guarantee 
the service rendered by each rug 
cleaning firm belonging to an asso- 
ciation holding a seal. If this is 
true, Good Housekeeping obviously 
could not make the multiple inves- 


| tigations that would be required. 


Part five can be complied with 
fairly simply. Good Housekeeping 
must make the terms of its guar- 
antee explicit, and eliminate the 
“see Page 6” note which formerly 
directed readers to further terms of 
the guarantee. In order to comply, 


|the magazine must state all limita- 


tions on the same page with the 
other mention of the guarantee, and 
in comparable size type. 

The belief here is 


that Good 


Housekeeping is fairly well satisfied | 


with its treatment by FTC, consid- 
ering how much more drastic the 
order might have been, and will not 
appeal the decision. 

The historic case began Aug. 21, 


1939, when the FTC issued a cease | 


and desist order charging Hearst 


| 
| 


in New Series 


(Continued from Page 1) 


of national defense are discredit 
as are claims that our defense | 
gram will be jeopardized by 
He reports 7 
detail on the high morale 4 
pride-of-workmanship among e 
steel workers. 


Other Industries In Line 


A question about the ability of 
American private enterprise to do 
the job is met with an emph tic 
“*Yes,’ say the men of steel, «nd 
they say it with a _ full-thros:eq 
voice that will be heard from 
Bethlehem to Berlin.” Subsequent 
insertions, spaced about three we: ks 


apart, will analyze the defense 
contributions of other impor:int 
American industries, such as the 
automotive, oil, chemical and p= 


building companies. 
J. Walter Thompson Company is 
the agency. 


Worcester Club Elects 


George H. Spaunburgh, mer ber- 
ship secretary of the Y. M. C. A. 
has been elected president of the 
Advertising Club of Worcester. 
Mass., succeeding Edward C. Bower 
Other officers are: first vice-presi- 
dent, Merton C. Flemings, ©. A. 
Esty Paper Company; second vice- 
president, Mary T. Holland, White 
& Bagley Company; secretary, J, 
Vincent Burns, Waite Hardware 
Company; and treasurer, Leon H. 
Lawrence, Marie’s Direct Mai! 


Providence Women Elect 


Edna G. Kierstead, Kierstead 
Candies, has been elected president 
of the Women’s Advertising Club 
of Providence, R. I. Other officers 
elected include: Janet N. Archi- 
bald, Hadley Company, vice-presi- 
dent; Emily R. Curran, American 
Gill Screw Company, correspond- 
ing secretary; May Lyle, recording 
secretary; and Sadie Hunt, Provi- 
dence Journal, treasurer. 


Hanrahan to Maier 


Tom Hanrahan, formerly Los An- 
geles representative for Clapp’s 
baby food, has been appointed sales 
manager for Maier Brewing Com- 
pany, Los Angeles. 


Resort to Pepper 

The Meadowside, Mt. Pocono, 
Pa., has appointed J. W. Pepper, 
Inc., New York, to handle its adver- 
tising. 


Humphrey Advanced 


Watson Humphrey has been ap- 
pointed assistant radio director of 
Russel M. Seeds Company, Chi- 


Magazines and Good Housekeeping | C480. 
| with misleading and deceptive acts 
;and practices in issuance of guar- 
'antees, seals of approval, and the | 


publication in its advertising pages 
of “grossly exaggerated and false | 


claims” for products advertised 
therein. 
Hearst filed its answer denying 


these allegations early in October, | 
and hearings began in New York | 


| during the first week of November, | 


1939. They shifted to Washington | 
in December, back to New York 
early in 1940, came out to Chicago | 
in April of that year, and recon- | 
vened in New York in May. 

The report of Trial Examiner | 
James L. Fort was filed with the | 
FTC early in February of this year, 
but his death the first week of 
March further delayed the proceed- 


| ings. 


That the final form of the FTC 


|}order contained no particular sur- 


prises is evident from the estimate 
of the possible outcome presented 
in the March 17 issue of ApvertTis- 
ING AGE in connection with Mr. 
Fort’s death. At that time Apver- 
TISING AGE said: 


“When a decision is announced, 


it is expected to take the form of | 


a cease and desist order requiring 
the magazine to make certain 
changes in its system of guarantees | 
and seals of approval.” 


Appoints Coleman 


The Un‘ted States News has 
appointed Wilbur F. Coleman, Los 
Angeles, West Coast representative. 
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Among convention-goers talking things over at the SNPA meeting were these 
r- five: (left to right) Dave Vandivier, The Express, Chickasha, Okla.; A. S. Ochs, 
3 Chattanooga Times; Ted Dealey, Dallas News; Clark Howell, Atlanta Constitution; 
ne and E. K. Gaylord, Oklahoman and Times, Oklahoma City. 


A SOUTHERN PUBLISHERS MEET 


4 This group, at the SNPA annual meeting in Edgewater Park, Miss., included (left 
n- to right} W. S. Morris, Augusta Chronicle; J. R. Brumby, Atlanta Journal; H. B. 
Bradley, Birmingham News and Age-Herald; and John Fanz, New Orleans Item. 


PHOTOGRAPHED AT SNPA MEETING 


Not-so-weighty problems apparently were being discussed when the photographer 

taught this trio at the SNPA parley in Edgewater Park, Miss.: W. C. Allsopp, 

little Rock Gazette; Aubrey F. Murray, New Orleans Time-Picayune: and Mrs. 
W. P. Hobby, Houston Post. 


TRIO AT SNPA PARLEY 


wy: eee 


This + reesome at the Southern Newspaper Publishers’ Association convention 
Nludes W. E. Jordan, Mississippi Dailies: Capt. Enoch Brown, Memphis Com- 
mercial Appeal; and P. W. Walsh, Montgomery Advertiser. 


OF THE WEEK 


DISCUSS PUBLISHERS' PROBLEMS 


EYE-STOPPER FOR WINDOW DISPLAYS 


REVIE 


PHOTOG RETURNS 


Albert Greenfield, advertising manager 
of the Raygram Corporation, New York, 
and one of the best known photographers 
in the country, poses for a shot taken 
at the Citadel of Henri Cristophe in 
Haiti. 


These display cards currently being distributed by the Bathasweet Corporation 

are to be used for window displays featuring not only the company's perfumed 

bath-softener but two new accessories, Bathasweet bubbles, a bubble bath, and 

shower mitts, cloth mitts filled with powdered soap. H. M. Kiesewetter handles 
the account. 


He just completed a photo con- 
quest of the island. 


THE WEST INVADES ADVERTISING CENTERS OF THE EAST 


| ai 


This view of a portion of the crowd at one of the Chicago luncheons given by the Phoenix Republic and Gazette and _, 

Station KTAR gives a good idea of the colorful affairs which the Phoenix organization has staged in New York and Chi- 

cago for the edification of advertising and agency men. Standing in the rear at left here are D. J. Worthington and 

W. E. McCauley of the Chicago office of Williams, Lawrence & Cresmer Company, Dick Lewis of KTAR, and Bob Hall, 
national advertising manager of the Phoenix Republic and Gazette. (Story on Page 23.) 


BIG POWER AND LIGHT MEN READY FOR ALMOST ANYTHING 
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TEA IN YEARS 


MOST SUBSTAVTL 


The Public Utilities Advertising Association doesn't take life too seriously, as this view of the front and back pages of 
the association's “on-to-Boston” bulletin indicates. The group will meet in conjunction with the Advertising Federation of 
America, and despite the distractions illustrated here, will probably talk shop long and hard. 
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ADVERTISING AGE 


Spend ten minutes looking over the 

I + 

big Philadelphia newspapers and 
2 I pa] 

youll have an entirely new idea of 

the Fourth Estate as it exists in the 

City of Brotherly Love today. 


Riffle through the pages of our 
esteemed competitors. If you 
have been buying space on an old 
established formula, you have a 


surprise coming! 


All the other big Philadelphia 
newspapers .. . and note that 
AS. «ss OO using big space Lo 


promote circulation with 


All the EVENING PUBLIC LEDGER has 
to sell is the editorial interest and 
worth of its paper! 

The circulation policy established 
by the new management of the 
EVENING PUBLIC LEDGER leaves us 
all alone... but far from lonely. 
Our circulation may not reach 
lowering heights from artificial 
stimulation... but that circulation 
is concentrated among readers in 
income groups who buy a news- 
paper for what they find in it... 
not for what they get with it! 


... THE EVENING PUBLIC 


insurance policies and 
prize contests ... nol 
to mention giving away 
premiums. 


LEDGER is the ONLY big 
Philadelphia newspaper 
that can proclaim this 


circulation policy 64s 


Spokesman for Philadelphia’s New Prosperity 


NATIONAL REPRESENTATIVES: 


PAUL BLOCK AND ASSOCIATES 


May 26, 194) 


ax 
Z1€ LEDGE! 
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